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The two healthy boys are James 
and Thomas Farley, sons of the 
Big Jo dealer at Janesville, Wis. a 


““T hope my two sons will con- 
tinue in the business of selling 


Big Jo flour."—R. R. Farley. 


When these “youngsters”... 


raid the pantry at the R. R. Farley home in Janesville, 
Wis., the bread, cake and cookies that they find are es- 
pecially good because they were made with Big Jo flour. 
“The extra goodness of Big Jo,” says Ray, “is revealed 
in the healthy appearance of our two boys. | enjoy sell- 
ing Big Jo to customers of the Green-Farley Co. because 
I know how popular it is with Mrs. Farley and all of my 
family. We've never had a complaint from any grocer 
or housewife about the quality of this flour.” 


Big Jo Flour has been sold in Janesville for 40 years, since 
the days when Ray Farley’s grandfather and father sold choice 
wheat direct from their farm to the Wabasha mill. From gener- 
ation to generat.on, Big Jo remains ‘‘Best in the World”’. . 


WABASHA ROLLER MILL Co. _ | 
WABASHA MINNESOTA, U. S. A. 


| 
Bread 16 the bee ond food” 
Wort? 


Will ‘Pay-To’ Trade With Paetow’’ 


Brewers Grains 
Malt Sprouts 
Millfeeds 

Linseed M 
Soybean M 
Feed Barley 


Screenings 
of all kinds. 


Send for our regular daily and weekly quotations. 


FEED-GRAIN 
SCREENINGS 
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Look for this triangle when 
buying Linseed Meal 


This triangle label as- 
. sures uniformly 
quality and is the 
mark of helpful service 


..» FEEDING RIGHT PAYS— 
BOTH FEEDER and FEED DEALER 


Tre Linseed Meal Educational Committee is sending 
out thousands of copies of its valuable booklet 
“Practical Feeding for Profit’? and the Master Feeding 
Chart, to dairymen, stockmen, and other feeders and 
farmers. The Committee is helping to promote the 


cause of balanced rations and profitable feeding. 


An extensive farm paper advertising campaign reminds 
feeders of the value of Linseed Meal, the old reliable 


Protein supplement. 


Farmers and feeders want Linseed Meal in their feed 
formulas—whether home-mixed, batch-mixed, or ready- 
mixed. Linseed Meal pays, both feeder and feed dealer. 
Write for the book and chart, if you do not already 


have them. 


LINSEED MEAL EDUCATIONAL 
COMMITTEE 


744 N. Fourth Street 
Dept. FD-2 


Milwaukee, Wisconsin 


ARCTIC 


Cod Liver Oil 


@ There’s a reason why more and 


' more feed dealers and poultrymen 


are switching to ARCTIC PureCod 
Liver Oil. It gives better results. 


@ ARCTIC is guaranteed as to its 
Vitamin A and D potency. Will 
give complete protection at level 


of 14 of 1 per 


Order your supply now. 


63c per gal. is the price. 


(F. O. B. Milwaukee) 


La BUDDE FEED & GRAIN CO. 


MILWAUKEE, WISCONSIN 


cent. 


Marblehead 


Pulverized Calcium Carbonate 
packed in multiple wall paper 
bags machine sewed 100s and 
50s. 


Marblehead Lime Grits 


Packed in 100 lb. osnaburg bags. 
Turkey to Chick size. Special 
Canary size for starter and 
growing mash trade. Lime- 
stone grit the best for supply- 
ing calcium for egg shell mak- 
ing and bone builder for baby 
chicks. 


Marblehead Lime Ration 


Under laboratory control. 96% 
through 200 mesh screen, pure, 
white, better than 98.3% cal- 
cium carbonate. Packed in 
heavy toweling bags. Feeding 
directions printed on _ every 
sack. 100 lbs. net weight. 


MINERAL MIXES 
DAIRY MIXES 
FEED MIXES 


Recommended by 
most state bulle- 
tins, see latest Mary- 
land, Utah, Ken- 
tucky findings. No 
Waste, Hard Edges, 
Will not crumble. 
Pure shell forma- 
tion. Special Mar- 
blehead High Cal- 
cium Limestone 
Grits—finest in 
quality and unifor- 
mity. Bigger and 
better profits. 


MARBLEHEAD LIME COMPANY 


160 N. LaSalle St. 


STANLEY’S 
CROW REPELLENT 


THE STANDARD FOR OVER 20 YEARS 


Protects the farmers corn crop from Crows, Pheasants, Black- 
birds, Larks and all other corn-pulling, birds and animal 
pests such as Moles, Gophers, Woodchucks, Squirrels, etc. 


(1 


Manufactured only by 


The Cedar Hill Formulae Co. 


P. O. Box 1129G 


(1 Quart) Enough for 


(% Pint) Enough for 
1 bushel seed. 


LIST PRICES 
$1.75 
1.00 
.60 


FROM YOUR JOBBER OR 
DIRECT FROM US. 


4 bushels of seed. 


Pint) Enough for 
2 bushels of seed. 


New Britain, Conn. 


Lets 


of this quick! 


t him out 


CHEAPER PRIME 
GAINS CONDITION 
2 
* 
STANLEY'S 
SAVES 
No, Im not 
a dead, but what 
is that stuff? 
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ae of poultry raisers are taking part in the Gold Medal 
Chick Ration Contest. And it’s no wonder! The above advertisement, 
published recently in ‘‘The Farmer,’’ shows how the story is being told 
to YOUR CUSTOMERS. But we want you to come behind the scenes 
with us and hear all about the Gold Medal plan for making this con- 
test a business builder for every Gold Medal dealer. Get your share of 
this business and this EXTRA PROFIT. Write today for full informa- 
tion about the Gold Medal Chick Ration Contest and the Gold Medal 


WASHBURN CROSBY COMPANY > 
of General Mills, Inc. 
KANSAS CITY 


THE FEED BAG—APRIL, 1936 


now th eed de 
&§ — Ct © fact aler 
KY 
N 
ConrT 
2a Ration GOLD ie EST Is easy 
| 20 PRIZE EASY and gy, 
‘lf Rstion, er Gold Meds! ait Medal Chick £0 ine ioe UN! 
"alee, $30.09) Mach — More and in it makes enter fate of since, 
igh the lon the by Pring 
13, 
BLANK 
| | 
Page Six 


MILWAUKEE, WISCONSIN 


DAVID K. STEENBERGH, Managing Editor 


Volume Twelve 


April, 1936 


Number Four 


Announce Terms of New National 
Soil Conservation Plan 


Program Is Substitute for Late AAA 


ERMS of the new national soil 
conservation program,  desig- 
nated to replace the now de- 
funct AAA, have been an- 
nounced by H. A. Wallace, secretary 
of agriculture. The announcement fol- 
lowed by one day the signing of the 
measure by President Roosevelt which 
carried the appropriation of $440,000,000 
to finance the project during 1936. 
Provides for Land Grants 


The new plan provides for govern- 
ment grants to farmers, conditioned on 
actual evidence of wise land use. Pay- 
ments are to be made for the growing 
of erosion-preventing and soil-building 
crops of which there is no surplus as 
against soil-depleting cash crops, of 
which there is a surplus. That is, a 
farmer who wishes to put a larger pro- 
portion of his farm into such crops as 
legumes and grasses and a correspond- 
ingly smaller proportion into such crops 
as cotton, wheat, corn and tobacco will 
be compensated by the government for 
so doing. 

A goal is set for 1936 which includes 
an increase of crop land devoted to soil- 
improving and_  soil-conserving crops 
from the 1930 level of about 100,000 
acres to 130,000 acres. The increase on 
which compensation will be made shall 
be determined from a base acreage of 
“soil-depleting crops” for each farm on 
which application for payment is made. 
The starting point in establishing this 
soil-depleting base is the acreage on the 
farm in soil depleting crops in 1935. 

Soil Depleting Base 

The soil depleting crops include 
wheat, oats, barley, rye, buckwheat, flax, 
emmer speltz and grain mixtures when 
harvested for grain or when seeded 
alone and harvested for hay, corn, 
cotton, tobacco, Irish potatoes, sweet 
potatoes, rice, sugar cane, sugar beets, 
cultivated sunflowers, commercial truck 
and canning crops, melons and straw- 
berries, peanuts, if harvested as nuts, 
and grain and sweet sorghums. 

Classified as soil-conserving crops are 
vetch, winter peas, bur and crimson 
clover, sweet, red, alsike and mammoth 
clovers, alfalfa, kudzu, sericea, white 
clover, annual lespedeza, bluegrass, dal- 
lis, timothy, redtop, and grass mixtures, 
when on plowable crop land and not 
classified as permanent pasture, and 


small grains including wheat, oats, bar- 
ley or small grain mixtures, when seed- 
ed as a nurse crop, pastured or not and 
turned under in 1936 as a green manure 
crop. 
Soil-Building Crops 

Soil-building crops include vetch, 
winter peas, bur and crimson clover, 
when turned under in 1936 as a green 
manure crop; sweet, red,. alsike and 
mammoth clovers, alfalfa, kudzu, se- 
ricea and white clover and annual va- 
rieties of lespedeza when seeded in 
1936; soybeans, velvet beans, field 
beans, field peas and cow peas when 
turned under in 1936 as a green manure 
crop; bluegrass, dallis, timothy, redtop 
and grasses or grass mixtures when 
seeded in 1936 or immediately following 
a harvested crop, and small grains, in- 


cluding wheat, oats, barley, rye or small 


grain mixtures when grown as winter 
cover crop, turned under as green ma- 
nure in 1936 and followed in the sum- 
mer of 1936 by an approved soil con- 
serving crop. Forest trees planted on 
1936 crop land are also considered in 
the soil-building class. 

Two types of payments are to be 
made to cooperating farmers—a_ soil- 
conserving payment averaging $10.00 an 


Ohio Convention Plans 
Well Under Way 


Plans are progressing rapidly for the 
57th annual convention cf the Ohio 
Grain, Mill & Feed Dealers association 
which will be held at Cedar Point, San- 
dusky, Ohio, June 22 and 23. 

“While we will have some very in- 
teresting speakers,” announces W. W. 
Cummings, secretary of the association, 
“and the information derived will pay 
you many times for the cost of the 
trip, we will also pay especial atten- 
tion to the entertainment features, pro- 
viding such diversions as beach games, 
boat rides, bathing, etc., which can be 
enjoyed by the entire family. 

“The banquet will be held on the 
evening of June 22 and will be followed 
by a special dancing party for the grain 
men and their wives or sweethearts. 
Start making arrangements now to at- 
tend the meeting and be sure to bring 
the family along.” 
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acre for the country as a whole and a 
soil-building payment up to $1.00 for 
each acre. Payment is to be made to 
the individual farmer after actual evi- 
dence is submitted that he has fulfilled 
the conditions of the grant and per- 
formance has been certified to by his 
county committees. There will be no 
contracts with individual farmers. Ap- 
proximately $470,000,000 can be expend- 
ed for soil conservation and soil build- 
ing and for administration of the pro- 
gram locally and nationally. No pay- 
ment shall be made on any farm unless 
minimum requirements for 1936 plant- 
ings of soil-conserving crops are met. 

Suppose, for example, that a farmer 
had 80 acres under cultivation in 1935 
and raised 15 acres of barley, 10 acres 
of wheat, 15 acres of oats and 10 acres 
of corn and had the balance in clover 
and alfalfa. The acreage of his soil- 
depleting crops, including the barley, 
wheat, oats and corn, totals 50. If he 
wished to take advantage of the new 
plan and obtain benefit payments it 
would be necessary for him to shift at 
least 20 per cent of the soil-depleting 
crop portion of his land in 1936 to soil- 
conserving and soil-building crops. 

Land shifted to soil-conserving crops 
would be paid for at an average of about 
$10.00 an acre under the act. Soil- 
building payments for seeding of soil- 
building crops and use of soil-building 
practices would run around $1.00 an 
acre. 

Regions Are Established 

The soil conservation act will be ad- 
ministered through state, county and 
community committees and the Agri- 
cultural Adjustment Administration. 
Five regions have been established in 
the United States to facilitate the work. 

The North Central division is made 


up of Ohio, Michigan, Indiana, IIli- 
nois, Wisconsin, Iowa, Missouri, Ne- 
braska, South Dakota and Minnesota. 


Gerald B. Thorne, who has been direc- 
tor of livestock, feed and grain, will be 
director for this division. 

The Northeast division is comprised 
of Pennsylvania, New Jersey, New 
York, Connecticut, Massachusetts, 
Maine, Vermont, New Hampshire and 
Rhode Island with John B. Hutson in 
charge. Headquarters of the regional 
divisions will be maintained in Wash- 
ington. 


Page Seven 


WY), 


full stomach. 
That is the theory upon which 
W. C. Walker, Farmers Coopera- 
tive Elevator & Livestock Co., Boone, 
Ia., operates with success. 

At least once a year he holds a big 
supper for the farmers in his territory 
and obtains a speaker to talk to them 
on topics of interest. 

Host to 120 Farmers 

“Last September,” he explained, “we 
held a supper in our local church hall 
which was attended by 120 farmers who 
received invitations from us. We pre- 


Yiu can talk to a man best on a 


sented a well-known speaker who ad- 


HELP YOUR 


Gives Big Dinner to Make 
Customers Receptive 


dressed them on the subject of Live- 
stock Diseases and How to Combat 
Them. We had a particular purpose in 
mind in presenting this subject. 

“Too often farmers mix up a batch 
of feed composed of ingredients that 
they happen to have on hand. That is 
all right as far as it goes, but often 
when they run out of one ingredient 
they will substitute another. That 
throws the ration off proper balance. 

“If they had the right commercial 
mixture in the first place and continued 
using it, they would not run the risk 
of losing milk and eggs which invari- 
ably results when a change is made in 


pr. CAM-PHO-SAL 


customers. 


sal 
~ older birds. 


@ Want to make more money this year? 
Then stock and recommend Dr. Salsbury’s 
Cam-Pho-Sal to all your poultry- raising 
It’s the ideal preparation for 
checking colds, roup, bronchitis and other 
respiratory troubles in baby chicks and 


You owe it to yourself to investigate the 
advantages of handling not only Cam-Pho- 
Sal, but the entire Dr. Salsbury line. 


For 


you’ll find that these poultry health prepa- 
rations build customer confidence, goodwill, and a profit- 


making repeat business. 


As for dependability, back of every Dr. Salsbury product 
is a nation-wide organization with 25 vears of experience, 
a staff of renowned poultry health scientists, unsur- 
passed laboratory and production facilities, and the most 
rigid standards of absolute purity in all ingredients. 


These are just a few of the reasons for Dr. Salsbury’s 


leadership. 


It will pay you to write at once for com- 


plete information regarding our dealer proposition, sales 
and merchandising helps, and prices. 


DR. 


SALSBURY'S LABORATORIES 
CHARLES CITY, IA. » » » » » HARRISBURG, PA. 
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the feed to which a dairy herd or poul- 
try flock has become accustomed. 

“We mix feeds of all kinds in our 
own plant but do not urge the farmers 
to buy our brands in preference to the 


commercial lines we handle. Our idea 
is to recommend the feeds that will best 
meet the farmers’ needs. 

“In connection with our feed business 
we buy and sell livestock. This depart- 
ment keeps us in constant contact with 
the farmers and often we can clean up 
a long over-due bill by taking in a hog 
or cow as payment. 

“L believe every feed dealer should 
hold some sort of a get-together for his 
customers at least once a year. The 
cost of the supper we gave did not ex- 
ceed $50.00 but the returns from it have 
more than justified the idea as an ad- 
vertising investment. We had a very 
favorable reaction in sales as many of 
the farmers came back to discuss with 
us some of the things the speaker told 
them. 

“IT am now planning to have a similar 
affair for the wives of the farmers. The 
subject for the speaker for that occa- 
sion will be ‘Proper Methods for Caring 
for and Feeding Poultry.’ 

“It is my theory that this idea of 
buying chicks in too large quantities is 
wrong. Too often the poultry raiser 
forgets that as the chicks grow, their 
appetites also get bigger. As a result 
they often begin to skimp on feed after 
the starting feed has been used and 
many of the chickens die cr are stunted. 
The consequence is then no greater 
than if the poultry raiser had bought 
half the number of chicks and concen- 
trated on feeding them properly and in 
generous quantities. 

“Most poultry raisers on the farm 
are women. I realize that it is hard 
for them to resist the widely advertised 
idea of buying great quantities of chicks 
but they would do far better, in my 
opinion, if they bought fewer chicks 
and paid more for proper and sufficient 
feeds.” 

Mr. Walker has been in Boone for 
three years, having come to that point 
from Bode, Ia., where he was engaged 
in the elevator business. He is a man 
just under six feet in height with a 
friendly personality that makes it easy 
to drop into his office for an informa! 
chat. 

The present elevator building is only 
two years old, as lightning struck and 
burned the previous one with its con- 
tents of grain and machinery. As a 
result the present equipment is of the 
latest type for the grain and feed busi- 
ness. 

The main elevator is located on the 
Ford Dodge electric line and is on the 
edge of the business district among the 
lumber yards and similar lines of busi- 
ness. The feed grinding elevator is 
located a block distant on the Chicago 
& Northwestern railway, so both are in 
a favorable position as far as shipping 
facilities are concerned. 

The feed grinding business is a side 
line but reaches the proportions of ap- 
proximately 300 tons a year. The main 
elevator, in its regular line of buying 
and selling grain, handles 400,000 to 
900,000 bushels annually. Storage ca- 
pacity is 30,000 bushels. 


W. H. AND J. S. STEVENSON, 
Midvale, Pa., sustained a loss of several 
thousand dollars when their elevator 
was destroyed in a recent fire. 
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If Youre Too ‘Soft’ on Collections 


Give Your Wife the Job 


She’ll Make a Good Silent Partner 


Te heads are better than one 
at times, and especially when it 
comes to collecting accounts. 

“My wife,’ explains a_ well- 
known feed dealer, “handles my col- 
lections. I lose hardly a penny. I’m 
too easy. I know all the farmers who 
come in to trade with me, know all their 
troubles and just naturally want to help 
them. They look upon me as their 
friend and feel that they can ask any 
favors of me. When I first started in 
the feed business, I found myself con- 
tinually ‘letting a bill go’ because I 
didn’t have the heart to turn a fellow 
down when he asked for credit, even 
though he already owed me a three- 
figure bill. 

Lost Money Fast 

“Naturally, I lost lots of money. Re- 
peatedly I had to tell my wife that 
she’d have to make her last year’s coat 
go another year, we couldn’t have the 
living room redecorated this fall, Jane 
would have to stop taking piano lessons, 
because I just didn’t have the money. 

“Finally, she said to me, ‘Jim, if I col- 
lect that bad debt account from old 
Bill Brown, may I use the money for 
the house?’ 

“T chuckled. It looked about as 
probable as filling a cup with rain water 
during a summer dust-storm! But I 
told her, ‘Sure’. 

“So she went ahead. First, she be- 
gan a telephone campaign. introducing 
herself as my secretary. Getting 
promise of a payment at a certain time, 
she made a note of the date and if the 
payment wasn’t made, first thing the 
next morning she made another tele- 
phone call. As my secretary she pressed 
for payment in a way I never had been 
able to, and—she got the money! 

Wife Made Secretary 

“Since then, I’ve turned ail accounts 
that got away from me over to her, 
and, working the secretary stunt, she 
thas succeeded in reducing my credit 
losses to less than 1 per cent. I won't 
tell you what they were when _ she 
started! But I will say that we’re mak- 
ing more money now than we ever did 
before, even though the amount of busi- 
ness these last few years has dropped 
off considerably.” 

That is the way one dealer’s wife 
helped him on collections. Another 
feed man’s better half helped him in 
a different way. 

Like the first dealer, the second was 
2lso “easy”. His customers were all 
his friends. He hated to refuse credit 
to any of them. Finally, he began to 
kedge a bit when a bad-pay account 
asked for additional credit. 

“Sorry, Jake,” he said one day, “but 
my wife is handling all the credit now, 
and I’ll have to take the matter up 
with her. I'll let you have enough feed 
to last you over the week end, then 
you come in Monday and we'll see what 
we can do about the big order you 
need.” 

At home that night he’d take the 
matter up with the missus. She’d make 


notes, refer to records she had con- 
cerning Jake’s past business dealings, 
the land he owned, kind of farming he 
did, crops he raised, time when he 
should have crop money, etc., and the 
next morning would further check on 
him through the local credit bureau. 
More than that, she’d recall incidents 
connected with Jake that had come to 
her attention at parent-teacher meet- 
ings and other farm gatherings. 
Investigates the Customer 

If word had reached her ear that 
“Jake Harkins was drinking himself 
into the poorhouse,’ she knew his 
record would have to be mighty good 
to make him a good risk. If, on the 
other hand, a teacher had said, “Im 
sorry for Jake Harkins. Everything’s 
gone wrong with him. Seems like he’s 
just struck a bad spot in the road that’s 
bogged him down. He works hard, and 
his children are clean and weil-mended, 
and regular little ladies and gentlemen. 
It’s a pity Jake can’t get get going 
again—he deserves a few good ‘breaks’ 
—why, then, the missus would know 
there was an honest man, just down 
on his luck, and one who cculd be trust- 
ed to pay every cent he owed if only 
the ‘breaks’ would come his way for a 
little while. 

There are feed dealers who cling to 
the old notion that a woman is useless 


in business. That theory should have 
been discarded with the horse and 
buggy. Most wives today are as well 
educated as their husbands. and many 
of them, more so. Their interests take 
them out around the community. They 
pick up much information that doesn’t 
come to their husband’s ear. They can 
pe a help if they only “taik over” things 
with their husband. Foolish is the feed 
dealer who keeps his problems to him- 
self, when, perhaps the mere act of un- 
loading them to a sympathetic wife will 
release a flash of understanding, a solu- 
tion. 
Silent Partner Helpful 


Many a successful feed business to- 
dzy is in that happy condition because 
of the work or the influence of a “silent 
partner”. Wives, as a rulc, don’t shout 
the facts of the help they give, and men 
seldom reveal the truth, except when 
they grow confidential. Yet, these ‘“‘si- . 
lent partners” play so important a part 
in business success, either by patiently 
listening to the things gone wrong at 
the end of every day, and offering little 
suggestions which the men take as 
their own ideas, or by actually handling 
one department of the business, espe- 
cially the credit department. 

“Cherchez la femme!” say _ the 
French. And that’s a good policy in 
business. 


Seed Cleaning Suggestions 
For Your Customers 


EN timely suggestions for the 

‘ cleaning of grain to be used for 

seed or sale purposes which the 

dealer can profitably pass on to 
his customers have been issued by the 
agronomy department of the University 
of Wisconsin. They are as follows: 

1. Don’t guess whether seed grains 
are free from weeds—clean them and 
blow out the lightest kernels and all 
other trash. Grind and feed the light 
and weedy grains, and use the heaviest 
uniform kernels as seed or for sale. 

2. If you don’t own a fanning mill, 
maybe vour neighbor does, or your 
,town mill or elevator has one. 

3. Even the best of mills won’t do 
a good job if grain is run through too 
rapidly. Feed through slowly in a 
single layer. For best results adjust 
any fanning mill when sieves are empty, 
not covered, as in changing speed many 
poor kernels will get in with the good 
grain. 

4. The air blast is one of the most 
important parts to be considered. Use 
it freely. Many farmers in cleaning 
grain run it through two or three times, 
the first time using the air blast extra 
strong and adjusting the shake to 
slower speed. Then the second time 
run slower, and depend upon sieves to 
do their part on small heavy seeds not 
separated by first blast. 
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5. As good separation for weeds or 
other grains cannot be made if sieves 
are too steep, adjust slope, even if 
blocks have to be put under one end 
of the machine. 


6. If proper sieves are not available 
your dealer or manufacturer of the 
machine can provide you with proper 
ones, if you let him know what kind of 
grain you want to clean and what kind 
of mixtures you have in the grains. 

7. If old numbers on sieves cannot 
be found or deciphered, the next time 
one does a good cleaning job make new 
numbers and keep a record of which 
sieves were used and where placed. 

8. Try out different sieves to get 
proper grading. Often different sieves 
will be needed for different season’s 
crop. For separation of barley, use a 
5/64 by 3/4 inch sieve. Kernels that 
don’t go through this sieve will be best 
for seed and for market. 

9. Keep in mind that the fanning 
mill does not take the place of a clean 
field. It will help keep weed seeds off 
the farm if diligently used. 

10. Fanning mill, if properly used, 
will prevent millions of weed seeds 
from going back on farms. Weeds 
cause lessened yields by sapping fertil- 
ity and moisture, and are the curse of 
a farm when once established. 
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PLAYING SAFE 

Farmer: “Come on, Johnny, these 
little pigs won’t hurt you.” 

City Grandson: “Oh, yes they will. 
Just a few minutes ago I saw them 
chase that big cne, knock her down 
and start to chew her vest buttons off.” 

* 


A careful motorist is one who avoids 
not only the wet spots in the road but 
the wet spots along it. 

* * 


MILK PROOF 

New Farmer: “My baby chicks are all 
dying!” 

Dealer: “What are you feeding 
them?” 

New Harmer: “Feeding them? Why 
nothing. I thought the old hen gave 
them all the milk they needed.” 


QUICK RECOVERY 
Better Half: “Oh, John, I lost the 
diamond ring off my finger and I can’t 
find it anywhere.” 
John: “It’s all right, dear. I came 
across it in my trousers pocket.” 
* * * 


A hick town is one where there is 
no place to go that you shouldn't. 
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BEST FOR FEEDER AND DEALER, TOO 


HE dealer who handles the entire line 
of Quaker Feeds makes his store “feed 
headquarters” for his community. 


To make it easy and attractive for the 


N 


farmer to buy all his feed requirements at 
one stop helps to increase feed sales volume 
—and profits. 


Thousands of farmers and poultrymen buy 
Quaker Feeds year after year. Why? Because 
the uniform quality and efficiency of Quaker 
Feeds gives them the better egg and milk 
production, better growth on poultry, pigs 
and cattle, and better health and condition 


of all animals on the farm that 
make their farm programs profit- 
able. Such deserved loyalty to 
Quaker Feeds builds up profits for 
the Quaker Dealer. 


THE QUAKER OATS COMPANY 


Dept. 15-D, 141 W. Jackson Blvd., Chicago, U. S. A. 
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CORNHAY WEAKLY NEWS 

During the midst of the audit at the 
Cornhay bank Cyrus Blunk, president, 
went to the horse races, it being the 
only way he could help make the books 
balance. 

Jepp Hacker calls his garden a sunken 
garden because he’s got it in a place 
where the “sun-ken” get at it. 

The biggest washout that ever struck 
Cornhay in the history of this city oc- 
curred last week when Hank Buston’s 
son, Percy, returned home from college. 

* * 


TRANSFERABLE 
He gently took her in his arms; 
He pressed her to his chest; 
The lovely color left her cheek 
And lodged upon his vest. 


BAD INFLUENCE 
Parson: “I’ve brought back that 
second hand car I bought.” 
Dealer: “What’s the matter, parson, 
can’t you drive it?” 

Parson: “No, not if I expect to stay 
in the ministry.” 
* * 

GREAT IDEA 
Neighbor: “Why use such a_ high 

crib for your baby?” 
Mother: “So we can hear him when 
he falls out.” 


FAIR EXCHANGE 
Mother: “Gracious, George! This is 
not our baby! This is the wrong car- 
riage.” 
George: “Shut up! This is a better 
carriage.” 
* 


NOTHING NEW 
Salesman: “I see where Jones is ad- 
vertising a new kind of underwear 
without any buttons.” 
Dealer: “I’ve had to wear that kind 
for years.” 
* * * 


PACKED A WALLOP 

Husband: “Well, I suppose you are 
pretty angry because I came home with 
this black eye last night.” 

Wife: “Not at all, dear. You may 
not remember but when you came home 
you didn’t have that black eye.” 

* * 
HE KNEW 

Teacher: “What is a lieutenant com- 
mander?” 

Dealer’s Son: “A lieutenant’s wife.” 
* * * 
PREPARATION 

Cook: “Did they say anything about 
the cooking?” 

New Maid: “No, but I noticed them 
praying before they started eating.” 

* * * 


POOR PARROT 
Salesman: “Jones’ wife thinks the 
world of her husband.” 
Dealer: “Does she?” 
Salesman: “Yes, she even believes the 
parrot taught him to swear.” 
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SULPHUR AND MOLASSES At one time, so we are told, sulphur and 
FOR YOUR BUSINESS molasses was the old reliable spring tonic. 

It was given to everybody in the family, 
whether needed or not — to clean out the system after each hard winter, to 
stimulate the body to spring activity. 


The sulphur and molasses treatment has passed into discard. We now 
supposedly keep pepped up all winter with cod liver oil tablets and occasional 
doses of Feenamint or a similar concoction. But in the spring, most of us still 


feel the need for some sort of a spring tonic —- both for ourselves and for our 
businesses. 


The staff of THE FEED BaG, therefore, offers this issue as a spring tonic 
for the businesses of our dealer readers. We have packed each page with articles, 
suggestions and information appropriate to the season and, on this page, our 
staff of ‘‘doctors’”’ further presents a specific spring tonic prescription: 


(1) Clean up your place of business. Wash windows. Scrub floors. Re- 
arrange stock. Paint where necessary. 


(2) Clean up your yard and property surrounding your buildings. Culti- 
vate a lawn, if possible. Plant trees, vines and shrubs. See that your signs are 
bright and easy to read. 


(3) Arrange merchandise displays. Make your show windows attractive, 
if you have them. Whether you have show windows or not, plan displays of 
the products you sell in your office, waiting room and warehouse, wherever 
they will be seen and attract attention. 


(4) Go out after the poultry feed business. Make a personal call on every 
customer, and as many prospective customers as you can. Push poultry rem- 
edies and poultry equipment as well as poultry feed. And don’t forget the 
feed requirements of the other farm animals. 


(5) Sell garden seeds and fertilizer as well as field seeds. There is a good 
profit in garden seeds, especially if you handle them in bulk. Be sure all the 
seeds you sell are of high quality and guaranteed germination. 


(6) Plan your sales program. Talk your plan over with your employees, 
even if you only have one assistant. Set a goal or a quota and make a frequent 
check-up to see what progress is being made toward its attainment. 


Do all this from day to day and consult your ‘‘doctor’’ (THE FEED BaG) 
once a month. Watch your sales and profits increase. 


DAVID K. STEENBERGH. 
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TO CONDUCT 


RESEARCH 
FIND THE 


PRODUCTION LEVEL 


aon COD LIVER OIL to poultry used to be 
pretty much a matter of faith. The discovery 
that the value of cod liver oil lay in its Vitamin 
A and D content was the first step toward a 
scientific understanding of the subject. 

Nopeo was quick to grasp the significance of 
this discovery. Nopco saw the problem as one of 
finding exactly how much Vitamin A and how 
much Vitamin D growing chicks and laying birds 
should have. The development of the Zucker- 
Columbia process paved the way by making it 
possible to market an oil in which the vitamin 
content was increased, controlled and standard- 
ized. From that point on it wasthejobof research 
to determine at what levels this standardized oil 
should be fed. 

First in the Nopco laboratories, then at the 
Nopco Research farm, experimenters worked on 
this problem. Scientists at universities and experi- 
ment stations, working under fellowships spon- 
sored by Nopco, checked the reactions of thou- 
sands of chicks, hens, and farm animals. 

Out of all this research emerged a new under- 
standing of the functions of Vitamins A and D. 


The Nopco Research Farm 


—40 acres devoted ex- 
clusively to study of the 
vitamin requirements of 
poultry. 


For the first time it became known that these 
vitamins might be fed at a preventive level—the 
level at which deficiency symptoms ceased to 
appear—or at a production level—the level at 
which the greatest profit over feed costs would be 
made. 

Thus the vitamins of cod liver oil were seen to 
have more than a mere preventive function. It 
was learned—entirely as a result of research 
sponsored by Nopco—that an optimum level for 
the feeding of Vitamins A and D exists; a level 
above which extra feeding ceases to pay, and 
below which maximum profit is impossible. 

Poultrymen are now able to buy—and feed 
dealers to furnish—feeds of which it is possible 
to say: “This mash contains Nopco XX properly 
mixed at the recommended level; the content of 
Vitamins A and D is exactly right for maximum 
profit without waste.” 


NATIONAL 
OIL PRODUCTS COMPANY, INC, 


3868 ESSEX ST., HARRISON, N. J. 


THE FEED BAG—APRIL, 1936 


AS 
3 
‘ . 
2 
i 
| 


Poultrymen 


More Chicks 
Big Opportunity 
For Dealers 
To Boost Profits 


ATCHERIES in almost every 

section of the country report 

more interest among poultrymen 

in baby chicks this year than at 
any time since 1930. Consequently, 
there should be a greater demand for 
feeds and more opportunity for the alert 
dealer to add to his profits. 

Orders among commercial hatcheries 
on February 1 for chicks to be de- 
livered that month or later were 25.3 
per cent higher than the same date last 
year. The output of the hatcheries is 
reported to be about 35.8 per cent 
greater than in 1935. 

Provide Vast Market 

It has been estimated by poultry au- 
thorities that 100 chicks will consume 
85 pounds of feed the first month and 
250 pounds the second month, with the 
amount increasing until they become 
full grown. Those fluffy little balls 
spreading like snow flakes to farms all 
over the country will need millions of 
tons of feed to bring them to full-sized 
pullets and to sustain them during the 
laying period. They will require close 
cooperation between the man _ who 
raises them and the man who supplies 
the rations that will keep them vigorous 
and away from death’s door. 

Naturally, the dealer who plans his 
selling and service campaign well and 
follows it through will have a greater 
income tax to pay next year and will be 
more than able to do so. In spite of 
the fact that there will be a larger num- 
ber of prospects than in previous years 
and feeds will move in greater volume, 
there is still need of a considerable 
amount of missionary work. 

Stress Quality Feeds 

The lean seasons of the past, when 
poultrymen kept the bones of their 
hens together at the lowest possible 
cost, have still left their impressions. 
It is the dealer’s duty to segregate these 
“cheap feeders” and work on them with 
simple arithmetic. Time and again it 
has been demonstrated that the money 
received for additional eggs obtained by 
feeding a good rather than a poor ra- 
tion will be far in excess of the addi- 
tional cost of the feed. The feed dealer 
knows the cost of his feed and what 
it can do, granted that the flock is in 
good health and housing conditions are 
favorable. He knows the current prices 
of eggs and with a pencil and a piece 
of paper he can show the dubious feeder 
on black and white that it will pay him 
to switch from cheap feeds to a reliable 
ration. 

Unusual merchandising ideas will help 
to put a punch in the sales program 


Buying 


One or two baby chicks may seem 
insignificant from a feed consuming p 
viewpoint, but millions of them scat- 
tered over the entire country consti- 
tute a big sales factor. Reports in- 
dicate that this year poultrymen are 


jncreasing their flocks—a reai op- 
portunity for live feed dealers. 


that will net additional profits. There 
are many tried and tested plans that 
have been used by dealers in various 
sections of the country with gratifying 
results. 

Every time the price of eggs makes 
an unusual advance a Michigan feed 
mian calls the increase to the attention 
of his customers with an advertisement 
in the local paper. He ties up the event 
with forceful’ copy on poultry 
mashes, pointing out that in order to 
take full advantage of the price rise, 
farmers must feed their hens properly 
to make them produce. The dealer’s 
brand of feed, of course, is emphasized 
as the most profitable to use. 

An aggressive dealer in Pennsylvania 
contacts the teachers of rural schools in 
his community and obtains permission 
to speak before the classes in agricul- 
ture on the functions of proteins, car- 
bchydrates, fats, vitamins, etc. in the 
feeding of poultry and livestock. A bag 
of the dealer’s brand of feed which lists 
the various ingredients is used in the 
lecture. The children take the story 
home to their parents and the feed man 
receives many compliments as well as 
additional orders for his efforts. 

Sell Baby Chicks 

Deciding that it was not obtaining its 
just share of the poultry business in its 
territory, a Wisconsin milling firm took 
on the agency for a well-known hatch- 
ery. More than 50,000 baby chicks were 
sold during the first season. The firm’s 
special service man made a _ personal 
call at the home of each farmer who 
purchased chicks and helped him to 
work out a feeding program which 
specified the company’s brand of feed. 
A neat profit was realized both from 
the sale of the chicks and the addi- 
tional orders for poultry rations. 

In order to attract attention to his 
advertisements an Eastern feed mer- 
chant announced a_ contest offering 
prizes in poultry mashes to the person 
who could rearrange the letters in the 
brand name of the feed advertised into 
the largest number of words. The idea 
impressed the name of the dealer’s pro- 
duct on the minds of those entering and 
a decided increase in business during 
and succeeding the contest was noted. 

Contest on Oddities 

Many odd things are grown = and 
found on farms, and realizing this an 
Iowa dealers decided to hold a “Believe 
It or Not” contest. He urged his farmer 
customers by newspaper and direct mail 
advertising and by word of mouth to 
bring in relics of other days and freak 
things which they had grown. He 
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placed these on display in his window 
and hundreds were attracted to the 
store as a result. At the close of the 
contest he gave prizes to the owners 
of the three most odd items and tied 
in nicely with a full-page advertisement 
announcing a sale of feeds. The head- 
ing read, “Believe It or Not, We Offer 
These Low Prices”. The sale was a 
tremendous success and the farm freak 
contest received columns of publicity in 
the local and surrounding newspapers. 

In Ohio a progressive dealer each 
year selects one of his best customers 
and arranges to hold a field day at his 
farm. He obtains the cooperation of 
the county agent in getting speakers for 
the occasion. Records attained by the 
farmer’s poultry flock are placed on dis- 
play and due credit for the results are 
given to the dealer’s brand. The after- 
noon is set aside for a picnic at which 
hot dogs and lemonade or beer are 
served at the store’s expense, and a 
baseball game is arranged between two 
different farming localities. 


How Many Eggs? 


Another feed merchant placed ten 
hens in a_ specially constructed wire 
netting enclosure in his store and then 
announced that he would award a half 
ton of poultry mash to the person 
guessing how many eggs the hens 
would lay in one month. In choosing 
the birds he was especially careful to 
select good stock which would produce 
well. The contest attracted many en- 
tries; Emphasis was placed on the 
fact that the hens were receiving the 
dealer’s brand of laying mash and an 
attractive display of poultry feeds 
flanked each side of the hen cage. Busi- 
ness showed an appreciable increase 
curing the contest and for many weeks 
afterward. 

Determined to assist his farm cus- 
tomers in getting top prices for their 
eggs a feed dealer in Maine engaged 
an expert from a produce buying con- 
cern to demonstrate the proper way to 
candle and grade the eggs and to ex- 
plain which types had the highest mar- 
ket value. The idea attracted a large 
number of interested poultrymen and 
the dealer took advantage of the occa- 
sion to feature a display of his laying 
mashes. As a follow-up on the meet- 
ing he obtained a large number of 
candling devices which he sold to the 
farmers at cost. They appreciated these 
services and the dealer was well repaid 
because a greater income for eggs en- 
abled them to buy better feeds and to 
pay their past due accounts. 
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10% in Chick Starter 
73% in Growing Mash 
5% in Egg Mash 


USE AT LEAST 


10% in MashtorHighQuality Eggs 
10% in Mash for Hatching Eggs 
10% in Poultry Fattening Mash 
40% in Coccidiosis Control Mash 


Yes, these are the great ambitions of every one who hatches and 
raises chicks. 


Practically all research workers and nutrition authorities have 
long agreed that milk is one of the factors absolutely necessary to 
produce eggs of uniformly high hatchability. 


Similarly, the vital importance of milk in chick starters and grow- 
ing rations has been clearly demonstrated. It is essential for uni- 
formly good growth. 


For most uniform results on both counts use the most uniform 
milk product, of course. Dry skim milk is Nature’s ideal nutri- 
ment with only the water and fat removed and nothing added. It 
provides an abundance of essential vitamin G in most natural 
form and the natural milk proteins, milk minerals and milk sugar 
are uniform in both quantity and quality. 


There is no substitute for milk results and you can always depend 
on dry skim milk for uniform satisfaction. If we can 
help you on any questions regarding the use of milk in 
any feed formula do not hesitate to consult our Feed 

| Service Department—without obligation. 


102 in Pig Meal 


25% in Calf Meal 


You Must Use MILK to 
Get MILK RESULTS 
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AMERICAN DRY MILK INSTITUTE, Ine. 
Dept. 654—221 N. LA SALLE STREET—CHICAGO, ILL. 
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Feed Dealer Plays Role of Modern 
Ben Hur in Chariot Races 


Performs at Country Fairs and Picnics 


cinder track cheer madly. Two 

teams of foaming horses hitched 

to chariots, their nostrils distend- 
ed and manes flowing in the wind, 
plunge around the circuit to gain the 
coveted first place. 

Standing tense on one of the chariots 
and guiding the spirited steeds with 
whip and rein is Harry Heppe, owner 
otf the Heppe Cash Store Co., Hart- 


surrounding a circular 


This Heppe truck hardly has time to cool 
off because of the many delivery orders 
coming to the store. 


ford, Wis. He is attired in Roman 
costume and the chariot race has the 
atmosphere of the traditional days of 
Nero. 

Lover of Horses 

This is one of the many novel ways 
whereby Mr. Heppe has become the 
best known and loved man in his com- 
munity and has built up an enviable 
friendship among both farm and city 
customers. 

His chariot racing idea is not pure- 
ly mercenary, however. Mr. Heppe 
loves horses and has been frequently 
accused by his wife of devoting more 
time to them than he does to his own 
family. And the horses love him, too. 

He stands talking to you and gently 
pats “Buck”, a nervous, wiry western 
mount. Buck’s ears stand erect in an- 
ticipation of the scoop of oats which 
Mr. Heppe conceals behind him. 

“How old are you, Buck?” the proud 
owner asks. 

The horse lifts his front foot, taps 
the floor eight times and is soon munch- 
ing the oats for his reward. 

Races at Rural Fairs 

The chariot races are a source of 
great amusement to crowds of farmers 
who gather at country picnics and fairs. 
They discuss the exciting event at neigh- 
borhood gatherings and on their next 
visit to Heppe’s feed store. Without 
so much as a single dab of ink Heppe 
thus advertises his place of business to 
every family in the community. 

As one listens to this human dynamo 
of a feed dealer describe the many good- 
will stunts which he employs, it is im- 
possible to conceive how he can crowd 
so much activity into a 24-hour day 
and still sell feeds and operate a large 
department store besides. But he does 


By Emil J. Blacky 


manage well and enjoys a flourishing 
business, 

Last winter the heaviest -snowfall ex- 
perienced by the community in many 
decades isolated the city of Hartford 
from the countryside. Not a highway 
was open, and while county authorities 
were enmeshed in the red tape of fi- 
nancing snow removal work, Harry 
Heppe went into action. He mustered 
45 unemployed men from the town and 
obtained a truck with a snow plow at- 
tached. In eight days the crew had 
burrowed its way through drifts reach- 
ing almost to the telephone wires and 
the main highway leading into the city 
was open to traffic. 

Not contented with this achievement, 
Heppe pressed his own trucks into serv- 
ice, picked up the farmers’ milk and 
hauled it to town until the regular route 
men were able to resume operations. 
Was it any wonder that for many days 
following the opening of the highway, 
Heppe’s feed and department store was 
jammed with customers and the cash 
register tinkled merrily. 

Children Boost for Him 

In addition to grown-up folks there is 
hardly a boy or girl in the city or on 
the farm that does not look up to Hep- 
pe as the “grand old man of Hartford.” 
This winter, at considerable expense he 
flooded the cinder track in the rear of 
his home which he uses during the 
summer to train his horses for the 
chariot races and converted it into a 
first class skating rink. Hundreds of 
youngsters from farm and city gathered 
there to enjoy healthful fun. Electric 
lights were strung over the rink to 
illuminate it at night. All this was a 
treat on the grand old man, and don’t 
think the kiddies didn’t insist on their 
parents trading at the Heppe store! 

Gives Sleigh Ride Parties 

The youngsters also cherish his kind- 
ness for other reasons. 
hitches the chariot horses to a sleigh. 
Via the grapevine system, the news 
makes its way around town and soon 
a happy group of boys and girls is off 
on a sleigh ride party into the country. 

Mr. Heppe’s liking for children is ob- 
vious. He has eight of them himself, 
the eldest a beautiful daughter of 21. 
He has provided his younger boys with 
a shetland pony and a miniature wagon 
with his advertisement lettered across 
the sides. Rides on the conveyance are 
willingly given to other children and the 
pony and wagon are often decorated 
and entered in parades. 

Last year Mr. Heppe, in conjunction 
with the Hartford Lions club, conduct- 
ed an egg hunt that had the kiddies in 
tantrums. Twelve cases of eggs were 
hidden throughout the city park, and at 
a given signal a horde of youngsters 
was turned loose. The boy or girl find- 
ing the largest number of eggs was 
awarded with a handsome prize. There 
were many bruises to nurse and clothes 
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to mend on the following day but it 
was great sport and good advertising 
for the Heppe store. 

For many years Mr. Heppe made a 
practice of attending all funerals in his 
community. He drove a large car and 
offered transportation to the church 
and burial grounds to those on foot. 
Some weeks he attended seven and 
eight funerals. The service of late had 
occupied so much time that Mr. Heppe 
was compelled to give it up on January 
1 of this year. 

Another stunt which this industrious 
feed dealer employs is the staging of 
potato races on horse back. The con- 
test resembles a polo game and there 
are frequent spills and vicious battlings 
to prevent opponents from getting a 
potato into the guarded boxes on each 
end of the field. Tremendous ovations 
from the crowds result wherever the 
races are featured, particularly at rural 
picnics and fairs. 

Operates Neat Store 

In spite of his many community pro- 
jects, Mr. Heppe finds time to keep his 
feed store neat and attractive. The 
buildings are freshly painted and com- 
pelling displays of feeds and other pro- 
ducts are always featured in the win- 
dows. There are two structures, one 
of them utilized as a warehouse and of- 
fice, and the other devoted to grinding 
and mixing of feeds with a basement 


Frequently he & 


Snow piled almost to the telephone wires 
did not deter Harry Heppe from opening the 
highways for his customers. 


for storing potatoes. 

he purchasing and marketing of 
potatoes has helped Heppe in develop- 
ing other lines of his business. Farm- 
ers are given the opportunity to trade 
their crop for feeds or clothing and 
groceries in the department store. Ten 
cents a hundred more is allowed on 
this type of agreement. Many farmers 
take advantage of the offer and some of 
them still have credit coming in trade 
on their last year’s crop. Potatoes are 
also taken in as payment of old ac- 
counts. Eggs and live poultry are also 
purchased from the farmers. 

The Heppe Cash Store Co. was orga- 
nized by C. J. Heppe, who passed away 
in 1929, ds a general store in 1890. Feeds 
were handled along with other com- 
modities from the same building. 
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ARCADY-WONDER 


MOLASSES 
POULTRY 


Anew vital supplement to poultry 
feeding. A few pounds in each 
bag of mash will— 


®—— INCREASE THE PALATABILITY, en- 
couraging the birds to eat more mash. 


®—— INCREASE THE WATER CONSUMP- 
TION, providing the birds with the neces- 
sary fluid for more eggs. 


@—— INCREASE THE EGG PRODUCTION. 


®——_ IMPROVE THE HEALTH OF THE 
FLOCK. 


|{e—— INCREASE THE RESISTANCE to 
POULTRY DISEASES. 


ARCADY-WONDER 


MOLASSES for Poultry 


is free-running, easy to mix, an ideal supple- 
ment to Poultry feeding— keeping the flock in 
top laying trim. 


Write for details, for distribution 
in your territory—today—to 


ARCADY FARMS MILLING CO. 


223 W. JACKSON BLVD., CHICAGO, ILL. 
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J. E. MEHAN DEAD 

James E. Mehan, vice president and 
manager of the Fruen Milling Co., Min- 
neapolis, died at his home in Minne- 
apolis, March 13, after a year’s illness. 

He was born in Mechanicsville, N. Y., 
November 21, 1868, and came to Minne- 
apolis as a young man. He attended 
the University of Minnesota, receiving 
a master of laws degree. 

Mr. Mehan was associated with the 
Fruen Milling Co. in various capacities 
and served as vice president for a num- 
ber of years. He is survived by his wife 
and five brothers. 


RETAIL SALES UP 


Total retail sales for the United 
States in 1935 as computed by the de- 
partment of commerce were $32,600,- 
000,000, an increase of 14 per cent over 
1934. This figure represents two-thirds 
of the total retail sales volume of 1929. 
Farmers’ supply stores did a_ total 
volume of $2,063,000,000 in 1935 as com- 
pared to $1,842,000,000 in 1934 and 
$3,490,000,000 in 1929. Largest gains 
were represented in the catalogue busi- 
ness of mail order houses and by auto- 
motive dealers. 


FARM BUYING POWER 


Purchasing power of Wisconsin 
farmers as of February 18 was esti- 
mated to be 21 per cent above that of a 
year ago and 98 per cent of the pre- 
war level. Prices of agricultural pro- 
ducts in the state have risen sharply 
during the past year. They are now 
about 17 per cent above the pre-war 
level. Prices paid by farmers for the 
things they buy are still about 20 per 
cent above the 1910-14 average. A 
ratio of prices paid to prices received 
indicates that the Wisconsin farm dollar 
is only about 2 per cent below parity. 


ILLINOIS 


Ina Milling Co., Ina, has taken over 
the feed business formerly operated by 
S. O. Dunbar. 

Lewis Berthold has opened a _ feed 
store at West Louisville. 

W. H. Hermann, Shabbona, is build- 
ing an addition to his elevator which 
will be utilized as a feed shed. 

Ed Rieffle has sold his interest in the 
Carml mill and feed store, Carml, to 
Allen Files. 

Edward Hirstein & Sons, Morton, 
have opened a branch in Mackinaw, 
which is being managed by Herbert 
Hirstein. 

Gerald Eccles and Dale Whitney 
have opened the Tip-Top feed store 
and cream station at Tower Hill. 

O. V. and R. F. Gragg, Salem Feed 
& Produce Co., Salem, have taken over 
the Ray feed store and will operate it 
in connection with their present busi- 
ness. 

Preston’s feed and chick store has 
opened for business at Baldwin. 

Missouri Feed & Grain Co. has 
opened for business at Birds Point. 

Ed Swope, for the past ten years en- 
gaged in the feed and coal business at 
Clayton, has opened a feed store at Mt. 
Sterling. 

Abingdon Milling & Cattle Feeding 
Co., Abingdon, has been incorporated to 
deal in agricultural products. Incor- 
porators are Ralph Niles, John Turney 
and George S. Schugmann. 
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Meet New Mayor of Hickory Grove 


Lem Jones in Person 
Mickey Gets First Political Plum 


N one of his weaker moments Lem 
Jones, feed dealer of Hickory 
Grove, yielded to the demands of 
a committee composed of his 
friends and consented to run for mayor. 

He did not realize at the outset that 
his nomination would plunge him into 
a virtual maelstrom of mud-slinging be- 
tween him and the opposing candidate, 
Hack Ridgeway, who had held the post 
for the past 10 years and was firmly 
entrenched with a_ strong political 
group. 

Lem’s Ire Aroused 

Lem, at first, confined his campaigning 
to the customary printed cards and 
word-of-mouth promotion of his friends. 
But when Hack Ridgeway openly at- 
tacked him at a meeting in the town 
hall and called him ‘a hayseed who 
might know something about the diet 
of pigs and chickens, but was ignorant 
of the duties of operating a city gov- 
ernment” his skin began to smart. 

On the morning following Ridgeway’s 
vitriolic bombardment, Lem’s campaign 
manager, Jim Stokes, dashed into the 
feed store office. 

“Are you going to take that tommy- 
rot without standing up and fighting 
back?” he shouted. “Right now that 
Ridgeway ring is making you the laugh- 
ing stock of the town. Why, they’re 
even calling you Hayseed Jones.” 

That settled it. Lem’s jaw became 
taut and fire flashed from his eyes. 
Spot, the warehouse cat, looked up at 
her transformed master, and with her 
tail swelled to the proportions of a 
clothes brush, scurried for safety among 
the bags in the warehouse. 

Decides to Give Speech 

“You can announce,” he said grimly, 
“that I’m giving a talk at the town hall 
Thursday evening.” 

“That’s the spirit,’ replied Jim 
Stokes, rushing out of the doorway to 
broadcast the news. 

Lem’s ire was further aroused by the 
Hickory Grove Bugle article which 
quoted the speech of Hack Ridgeway. 
While he was immersed in the tirade, 
Mickey, the office boy, entered. 

“Say, boss,” he interrupted. “I was 
at the postoffice this morning and Hack 
Ridgeway walked in like a bantam roos- 
ter. And somebody said, ‘you’d better 
go down to the hardware store, Hack, 
and get yourself a pitchfork to take 
care of this hayseed whose running 
against you.’ Then everybody laughed.” 

“That’s enough,’ shouted Lem so 
loudly that the plaster threatened to 
drop from the office ceiling. ‘Mickey, 
in spite of the fact that I’m running for 
mayor your business is running errands 
and I don’t want to have to listen to 
a word more about the things you hear. 
Do you understand?” 

Mickey did, kept his lips firm and dis- 
appeared through the doorway leading 
into the warehouse. 

The speech that Lem Jones gave at 
the town hall Thursday evening was 
no masterpiece, but it made an impres- 
sion on the small gathering which 


By Emil J. Blacky 


loudly applauded the new candidate, 
particularly when he raised the ques- 
tion of the secrecy surrounding the deal 
of the previous year when the city's 
new fire truck was purchased. Lem 
ended his speech nobly by declaring 
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T regular intervals The 
A Feed Bag has been pre- 

senting accounts of Lem 
Jones and his experiences. Do 
you like them or would you 
rather have these pages devot- 
ed to other articles? It will 
please us greatly if you will 
render your verdict by post 
card or letter. 


that it was far better to be a hayseed 
than a lot of green grass. 

As the campaign progressed, increas- 
ing in personal animosity with each 
day, it was apparent that Lem Jones 
had no better than an outside chance 
to carry enough votes to win the elec- 
tion. The strings that the opposition 
was able to pull and the finances at its 
command were conceded to be too 
powerful to overcome. 

Lem Gets a Surprise 

On the morning of election day, Lem 
sat at his desk in the feed store office. 
His tongue was coated, his head ached 
and he wished that he had never weak- 
ened to the demands of his friends 
which precipitated him into the mess. 
He called for his office boy, but there 
was no response. 

“Confounded,” he muttered. “That 
scoundrel would have to be late, just 
when I need him most.” 

Came 10 o’clock and still no Mickey. 
Lem reached for the telephone and 
called his mother. 

“Mickey left for work as usual this 
morning,’ she informed. “I can’t 
understand where he might have gone.” 

Lem banged the receiver and sighed 
hopelessly. The sound of the brass 
band hired out of Ridgeway’s campaign 
funds drifted from the main street and 
grated on his ears. He decided to take 
a walk downtown in the hopes of re- 
lieving his dispepsia. 

As he approached the main street he 
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was surprised to witness the crowds 
that lined the sidewalks. The folks, 
gathered in curious clusters, were most- 
ly the pooret classes from the lower 
end of town. Their eyes were trained. 
uet on the flashing brass band that 
blared its way past, but at a moving 
mass of bobbing objects in the distance. 
Lem’s gaze followed theirs. 

As the moving mass came into view 
the strains of strangely soft and har- 
monious music mingled with the tread 
of marching feet. And then, as Lem 
Jones recognized the leader of the 
parade, his temples pounded. For 
goose-stepping proudly and swinging a 
pitchfork for a baton was Mickey the 
office boy. Directly behind him a score 
of boys, their harmonicas glinting in 
the sun, were playing, “There'll Be a 
Hot Time in the Old Town Tonight”. 
For blocks behind them trailed a motley 
aggregation of youths bearing large 
banners proclaiming Lem Jones for 
mayor. 

The Election Results 


_Later that evening Lem Jones and 
his friends were clustered about the 
telephone in his office for the final flash 
of the results. The atmosphere was 
tense, and when the phone rang it 
sounded like a thunder clap. 

“Hello,” spoke Lem to the voice on 
the other end of the wire. “You don’t 
say. The vote was 546 to 478 in favor 
of me. I can’t believe it.” 

A cheer that rocked the rafters of 
the feed store blasted from the group ~ 
within. It was followed by another 
roaring ovation of a higher pitch from 
the outside, and as its echoes died away 
over the town roof tops, Mickey, the 
office boy burst through the door fol- 
lowed by a pushing, squirming mob of 
youngsters. 

He walked proudly to his boss and 
extended his hand. There was a deep 


silence. 
Play Ball, Fellows 


“Boss,” the office boy said, “I knew 
we could do it I got all the kids in 
the lower end of town working for you 
and they got their dads and mothers 
to vote. And to get ’em to do it I 
promised that you’d fix up the lot next 
to the store like a real big league base- 
ball diamond for the kids to play on. 
Gee, boss, do we get it?” 

Lem Jones placed both of his hands 
on Mickey’s shoulders. His _ face 
wrinkled with a benign smile. 

“Mickey,” he said, “you kids can have 
Cub’s park if you want it.” 


WILLIAM HERPST, Elmwood 
Lumber & Grain Co., Elmwood, Wis., 
accompanied by his daughters, Hazel, 
Marion and Ardell, stopped at Milwau- 
kee, March 26, on their return trip 
home from a two month’s vacation in 
the South. They spent a month visit- 
ing in Texas and the balance of the 
time at Hollywood, Fla. During Mr. 
Herbst’s absence the business was con- 
ducted by his son and his brother, John. 
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L. & L. FEED CO., Barnum, Minn., 
is planning to erect a 12x70 ft. addition 


to its present plant. 
ager. 


A. Larson is man- 


JCSEPH J. PRELVITZ has been 
appointed manager of the Farmers & 
Merchants Milling Co., Glencoe, Mitn., 
to succeed the late Frank J. Hosch. 


BROKER GRAIN CO., Rogers, 
Minn., has installed a new feed mixer 
Mike Borck is manager ot the firm. 


MRS. HAROLD DRISCOLL. 
widow of the owner of the Winnebago 
feed mill, Winnebago, Minn., who was 
killed recently in an automobile acci- 
dent, will continue to operate the busi- 
ness. 


Attendance Prizes of $100 
For Central Convention 


convention of the Central Retail 

Feed association which will be 

held at the Schroeder hotel, Mil- 
waukee, June 8 and 9, will be discussed 
at a meeting of the executive commit- 
tee of the organization at Milwaukee, 
April 20. 

Several tentative programs are in the 
making and the one which, in the 
opinion of the executive committee will 
be of greatest interest to feed dealers, 
is to be chosen. The convention which 
shattered all previous attendance records 
last summer is expected to attain a new 


| plans for the llth aunual 


gins. 


MINNEAPOLIS 


EEDS and FEEDS 


MAKE EXTRA PROFIT 


by writing one combined order! 


Scattered orders mean higher costs. Con- 
centrate your buying with Northrup, 
King & Co. and increase your profit mar- 
Right now, with seed selling sea- 
son at hand, it’s easy to make up the 
tonnage needed for a car lot shipment. 
Figure your requirements ahead and 
combine them with an order for seeds. 
Northrup, King & Co. 
carries in stock large sup- 
plies of everything needed 
by the feed and seed mer- 
chant. A mixed car gives 
you lower prices and lower 
freight rates. Buy now! 


NORTHRUP, 


DEPENDABLE 
SINCE 1884 


KING & CO. 


MINNESOTA 


Page Eighteen 


THE FEED BAG—APRIL, 1936 


peak this year. 

Fifteen persons who attend will be 
assured of having at least part of their 
expenses returned as a result of the 
$100.00 in cash prizes which are to be 
awarded. Five crisp $5.00 bills are to be 
distributed at a drawing at the morn- 
ing session on June 8, and five more 
of the same amount are to be presented 
in the afternoon. Anyone registered at 
the convention and present at the time 
of the drawing, regardless of whether 
or not he is a member of the associa- 
tion, is eligible for these cash prizes. 

On Tuesday morning, June 9, there 
will be five cash prizes of $10.00 each. 
Only members of the association in 
geod standing, registered at the con- 
vention and present at the time of the 
drawing, will be entitled to these 
awards. 

The member of the association and 
the member of the Salesmen’s club get- 
ting the most new dealers to join the 
organization up to the time of the con- 
vention will also be rewarded with 
prizes. What the award will be has not 


District Meeting 


HE New Richmond District 
Dealers club of the Cen- 
tral Retail Feed associa- 

tion will hold a meeting at the 
Beebe hotel, New Richmond, 
Wis., April 21. Dinner will be 
followed by a business session 
at which feed dealers are to talk 
on subjects of current interest 
to the trade. All dealers in the 
territory surrounding New Rich- 
mond are urged to attend. 


been determined but the executive com- 
mittee assures all that it will amply 
compensate the winners for the extra 
time and effort spent in signing up new 
members. 

The Salesmen’s club, organized last 
fall as an auxiliary of the Central Re- 
tail Feed association, will hold its first 
annual meeting on the first afternoon 
of the convention. Officers are to be 
elected and methods of boosting the 
Central association will be discussed. 

The Central association in one of its 
recent bulletins issues a warning to feed 
dealers to make a careful check of the 
germination of seed corn this spring. 
Extreme cold, it is pointed out, has af- 
fected much of the crop stored over the 
winter. Many tests conducted in IlIli- 
nois, for example, show the seed corn 
to have a germination of only 10 per 
cent. 

In addition to making, a careful test 
of the seed sold to customers, the as- 
sociation also advises the dealers to en- 
courage farmers to determine the ger- 
mination power of corn which they have 
retained for seeding from last year or 
obtained from their neighbors. 

Dealers in Wisconsin and other states 
having an inventory tax are advised to 
be sure their stocks are low on May 1. 
This is the date that inventory is taken 
for tax purposes in Wisconsin. Feed 
in transit, it is pointed out, need not be 
included as part of the inventory. 
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Coolidge, “that of all our economic life, the element on 
which we are inclined to place too low an estimate is 
advertising.” 

Certainly, retailing has placed too low an estimate upon 
its power when those in as close touch with the situation as 
Editor Taft of the Philadelphia Retail Ledger, draw an indict- 
ment as severe as this: 

“One of the most important parts of the entire retail orga- 
nization—the advertising department of the average store— 
has signally failed to keep pace with the trend of progress 
that has marked the remainder of the retail field in the last 
decade. By and large, noting exceptions for only a few of 
the 22,000 stores of major importance in the United States at 
the present time, retail advertising has not been marked by 
anything like the advances that have been made in other 
branches of what has come to be recognized as the ‘profes- 
sion of retailing.’ ” 

Advertising’s Place in Merchandising 

Merchandising’s job is to give the customer the goods 
he really wants at tl.e lowest cost to insure maximum sales, 
quick turnover and a reasonable net profit. If advertising 
can contribute toward that end, it is justified. If, on the 
other hand, it increases the cost of distribution and so raises 
the price to the consumer, or if it lowers the profit of the 
merchant, then it has no reason for being. 

You could call personally on every one in your trade 
territory and tell them the merits of the lines you handle. To 
do that well, requires an amount of time that very few mer- 
chants could give—and a breadth of knowledge that very few 
can expect to have, handiing as they do, a wide variety of 
products. The manufacturer realizes that situation, so he tells, 
more or less in detail, the facts about his products—through 
national magazines and through !‘etters and circulars sent 
through the mails. 

The dealer’s job has been made more simple. After the 
advertising has had a chance to do its work, he calls on the 
farmer to sell him a certain make of plow or a certain brand 
of fertilizer and that farmer very likely knows something 
about the product. At least, he remembers having seen the 
ads constantly and feels that because the product has been 
advertised so steadily, it must be good. Good advertising, 
therefore, helps the personal salesman tell his story in quicker 
time—it makes selling easier for him—it reduces his selling 
expense. Conseauently, the farm supply dealer should con- 
sider an adequate program of advertising as a definite part 
of his merchandising program. 

Is Advertising an Expense? 


Let’s forget advertising for a moment and think of a 
farmer somewhere near you. Let’s imagine he has a square 
field of considerable size, but he has no horse, no plow, no 
harrow—none of the equipment ordinarily considered essen- 
tial to farming except some hand tools. He starts out to cul- 
tivate his piece of ground. Work as he will, the best he can 
do with his spade, and hoe, and rake, is to work one-fourth 
of his land and just manage to eke out a living. 

That doesn’t suit him, so the next year, he goes to the 
bank and arranges to borrow some money to buy the essen- 
tial tools to enable him to cultivate all of his property, which 
he does at less expenditure of energy than he required to 
cultivate the small piece the year before. At the end of the 
season, he sells his crops and finds he has enough money left 
to repay the bank loan and in addition, a few dollars that he 
can put into the bank. 

Who paid for that new equipment? 


ad seems to me probable,” said the late President Calvin 


Certainly the farmer 
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Merchandising Farm Supplies 


Chapter 13. Advertising and Merchandising 
By F. Harvey Morse 


didn’t pay for it, because he has more money than he had 
before, plus the equipment. The banker didn’t pay for it 
because his loan has been repaid. It was the increased pro- 
duction of the land, due to the increased expenditure for tools, 
that paid for those tools. Consequently, the cost of the tools 


was not an expense; it was in every sense of the word an in- 
vestment. 


How Advertising Earns Its Way 
Take again a farmer who feels that his crops should be 
larger, so he spends some money for fertilizer. At the end 
ot the season he finds that his crop has increased and the 
extra income not only paid for the fertilizer, but left him a 
little surplus. That fertilizer, then, was aiso an investment, 
rather than an expense. 


Exactly the same principle applies to advertising. Let's 
take the case of a feed dealer in a town with two competing 
dealers. Each of the three was doing a gross business of 
approximately $12,500.00 a year on 4,800 bags of mixed feed. 
Each dealer’s fixed expenses was $2,500.00, or 20 per cent. 
None of the three was advertising. Then one dealer decided 
that advertising was a good thing and the first year, spent 
$125.00. That increased his expenses to $2,625.00—but his 
business increased 25 per cent to $15,625.00 on 6,000 bags of 
feed. His cost of doing business was now 16% per cent. 

Assuming, for the sake of illustration, that the demand 
for feed was stationary, that meant that the competitors’ 
business was reduced to 4,200 bags each. Their cost of doing 
business naturally increased. The advertising dealer found 
now that he could sell a bag of his brand of feed costing him 
$2.00, for $2.60, and make more profit than his competitors 
selling at the same price--or, he could sell a little cheape: 
than his competitors and still make as much profit as they. 
While increased business absorbed his advertising expendi- 
ture, in the last analysis, it was the non-advertising compe- 
titors who paid for his advertising. Should two dealers have 
advertised, or all three, then the one doing the best adver- 
tising job would doubtless have taken the lead in sales. All 
who advertised might, however, have shown some increase 
due to the creation of new buyers who had previously not 
bought commercial feeds, or through the extension of trade 
territory. 

Sometimes a customer is apt to say, “If the manufac- 
turer did not spend so much money in advertising, we could 
buy the stuff more cheaply”. Probably not, because if he 
stopped advertising, sales weuld drop off, expenses would go 
up, and the cost of the product would increase. As a matter 
of fact, the unit cost of advertising is usually so low that it 
would be virtually impractical, even if desirable, to pass on 
the advertising cost to the consumer. Here are a few typical 
cases: Sherwin-Williams paint, 144 cent per gallon; Ivory 
soap, % cent per cake; Fuller brushes, 1 cent per brush; 
Campbell’s soup, 17/100 cent per can. 


Does It Pay to Advertise? 

Except in the case of mail order selling or special sales, 
it is extremely difficult to trace definitely just how great an 
effect advertising has on business. Circumstantial evidence 
however, is sufficiently overwhelming to make a strong case 
for advertising. : 

When you mention a general commodity, such as flour, 
what do people think of? A number of years ago the Asso- 
ciated Advertising Clubs of the World (now the Advertising 
Federation of America) made a rather detailed study in order 
to find out. What they found was that invariably one thought 
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his Month In Your Feed Store 


e Live Tips To Help You Get More Business 


Farm Play 


A two-act play featuring dramatic 
farm situations and the results obtained 
by using his brand of feed brought a 
good volume of additional business to 
a Minnesota dealer. He trained a group 
of high school students for the cast and 
presented the play at rural school 
houses throughout his territory. Be- 
tween acts a qualified speaker discussed 
poultry and livestock problems and 
subtly worked in the dealer’s products. 
The idea repaid its cost many times in 
additional orders obtained. 


Cow Markings 


In a Wisconsin community where 
Holstein cattle predominate an alert 
feed dealer conceived the idea of con- 
ducting a unique contest. While visit- 
ing a farm one day he noticed that the 
markings on one of the cows closely 
resembled a map of South America. 
Upon his return he decided to offer 
prizes in a contest to those who could 
furnish proof of markings on their cows 
which resembled some familiar object. 
The results reported ranged from birds 
to a likeness of Abraham Lincoln. The 
contest created a high pitch of interest 


in the community, provided a great deal 
of amusement and additional business 
for the dealer. First, second and third 
prize winners presenting proof of the 
most unusual markings were awarded a 
full, half and quarter ton of dairy feeds 
respectively. 


Plus Selling 


The average customer generally starts 
out with a pretty definite idea of what 
he will buy. At the grocery store he 
intends to buy butter, eggs and bread. 
Now, let us meet this average customer 
at the door of his house upon his re- 
turn. We find that besides the butter, 
eggs and bread which he decided to 
buy, his basket contains six or eight 
other items purchased at the grocery 
store. Why do you suppose this person 
bought more than he intended at the 
grocers? The answer to that question 
is SALESMANSHIP. The grocer 
knew from the start that his customer 
had definite needs in mind, but he also 
realized that he had much more to sell 
than the three items. The additional 
purchases were articles the customer 
needed but of which he had to be re- 
minded. Many feed dealers make extra 
profits by instructing their sales force 


to suggest items other than those which 
the customer actually requests. Efforts 
placed on plus-selling pay big dividends. 


Free Rides 


Whenever a group of farm or city 
folks desires to be transported in a 
body to a basketball game, or other 
event, they can always depend on a 
Wisconsin feed dealer to furnish the 
transportation. He has equipped his 
large truck with portable benches that 
will seat at least 30 persons. The rear 
of the truck is enclosed and heat is 
provided by kerosene stoves during cold 
weather. The free transportation idea 
has won much good will for the dealer 
and has resulted in many additional 
sales of feeds. 


FLOOD DAMAGE 

Many feed store sustained serious 
damage as the result of the recent dis- 
astrous floods in the East. Meech & 
Stoddard, Inc., Middleton, Conn., lost 
$25,000 when the lower floors of its es- 
tablishment filled up with water. Cole 
Grain Co. in the same town. removed 
its stock to higher portions of the 
building and avoided heavy losses. New 
York Feed Co., Hartford, Conn., was 
flooded out of its location and was com- 
pelled to establish temporary quarters 
at another point. Feed stores, gener- 
ally, in the flooded area were crippled 
both financially and from the stand- 
point of service Heavy replacements 
of damaged stocks and repairing of 
building will be necessary. 


fresh, supply. 


tank cars or barrels. 


PHILADELPHIA 


FEEDING MOLASSES 


A genuine Pure Sugar Cane Molasses imported direct from the sugar producing countries, Kane Syro 
is rich in sugars and the other natural ingredients that make molasses so valuable for feeding livestock. 
Fast tank steamers with an average capacity of a million and a half gallons each, provide a constant, 


A dependable service plus quality and low cost at your disposal. Order now for prompt delivery in 


PENNSYLVANIA 
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Feed Industry Employment Bureau 
Organized by The Feed Bag 


Hailed as Long Needed Service 


Bag, among other services to the 

trade, has helped a good many 

men secure positions in the in- 
dustry and, at the same time, has helped 
as many firms in the industry secure 
satisfactory employees. 

This service has been carried on with- 
out any organized effort and there have 
been times when we had applications 
for employment but knew of no open 
positions and other times, of course, 
when the opposite was true. 

Now, however, the publishers of The 
Feed Bag have established a Feed In- 
dustry Employment Bureau which is ef- 
ficiently organized so as to be able to 
place good men in desirable positions 
and to recommend capable employees to 
firms having openings within their or- 
ganizations. 

The Feed Industry Employment Bu- 
reau will make no charge of any kind 
to either employee or employer. Any 
person, whether a reader of The Feed 
Bag or not, is invited to register with 
the Feed Industry Employment bureau 
if he wishes a position or desires to 


F°: the past ten vears The Feed 


Positions Wanted 


Advertising and sales promotion man- 
ager. Qualified man with successful 
record. Now employed by medium-size 
feed manufacturer. Seeks larger oppor- 
tunity. Not afraid of hard work and 
long hours and willing to prove worth. 
Familiar with Northwest but willing to 
work anywhere. Age 30, married, two 
children. Refer to No. 461. 


Feed plant manager or sales and sales 
promotion. Broad experience in feed 
trade and well recommended. Not em- 
ployed in feed trade at present and 
willing to go anywhere to get back in 
that business. “Age 51, married, no 
children. Refer to No. 462. 


Soya mill expert. Four years’ ex- 
perience as manager of plant. Has 
knowledge of buying, selling, _ bill- 


ing, routing, invoicing, banking and all 
office routine. Can set up and operate 
Anderson expeller. Age 50, married, no 
children. Would prefer to locate in 
but not essential. Refer to No. 


Trafic manager or bookkeeper. Fif- 
teen years’ experience in feed trade. 
Now employed but seeks better oppor- 
tunity with permission of employer. 
Willing to start at low salary and prove 
worth. Prefers southern territory. Age 
on married, one child. Refer to No. 


Feed miller. Wants position in Wis- 
consin or Illinois. Sixteen years’ ex- 
perience. Operated own mill until No- 
vember 1, 1935. Willing to do any kind 


of mill or elevator work. Age 55, mar- 
Refer to No. ‘471. 


ried, ten children. 


change his position in the industry. 
Registration blanks may be obtained by 
writing the Feed Industry Employment 
Bureau, care of The Feed Bag, 525 
Grain & Stock Exchange,. Milwaukee, 
Wis. 

Any firm which has a position open 
within its organization, from salesman 
to sales manager or plant superinten- 
cent, is invited to address a letter out- 
lining its needs to The Feed Bag. The 
Feed Industry Employment Bureau is 
intended to be of real service and that 
there has been a need for such serv- 
ice is indicated by the comments re- 
ceived in reply to our first announce- 
ment, of the opening of this new bu- 
reau, made by letter to the trade dur- 
ing the past month. Following are 
some of the comments gathered at ran- 
dom: 

“T think your plan of a clearing house 
for employment in the feed industry is 
a very good one.”—V. R. Miller, Nu- 
trena Mills, Inc., Kansas City, Mo. 

“I think your employment service is 
a splendid idea and it ought to fill a 


long felt want.”—Stan Osgood, Fruen- 


Milling Co., Minneapolis, Minn. 

“In view of the fact that you ask for 
some constructive criticism might we 
be so bold as to say that the only thing 
we believe is lacking in the setup is the 
fact that you do not charge something 
for it.,—C. S. Woolman, Hales & 
Hunter Co., Chicago, 

“I think the employment bureau you 
speak of is a good thing. ‘There have 
been times when we have needed a 
salesman but there didn’t seem to be 
any particular organization where our 
wants could be made known, nor any 
organization that particularly fits the 
feed industry.”,—E. A. Talhelm, Crete 
Mills, Crete, Neb. 

“We think the employment bureau is 
a splendid idea and worthy of coopera- 
tion and support by everyone in the 
feed or allied lines.”.—H. W. Kusserow, 
Chas. A. Krause Milling Co., Milwau- 
kee, Wis. 

“The writer has long felt that some 
such service as the Feed Industry Em- 
ployment Bureau should be operated in 
conjunction with the feed, milling and 
allied industries with the primary pur- 
pose in view of endeavoring to keep 
the good men within the industry.”— 
T. G. Wilkinson, Kraft-Phenix Cheese 
Corp., Chicago, Ill. 

“We commend you for the spirit of 
cooperation you have manifested in 
your attempt to serve both employee 
and employer and wish you anaes pos- 
sible sucess in this venture.” 
Hawke, Sper.cer Kellogg & Sons Sales 
Corp., Buffalo, 

“In our estimation you are doing a 
great thing for the feed manufacturers 
and also the feed salesmen in opening 
up your Feed Industry Employment 
Bureau.”—D. H. Martin, Syntha-Milk 
Co., Dayton, Ohio. 

“We believe the Feed Industry Em- 
ployment Bureau is a mighty good 
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stunt. We have had many a good man 
ask us if we knew of a postion for 
which he was qualified, and invariably 
just about the same time some mill 
asked us for the name of someone and 
we did not have an application before 
us. We believe by having both of these 
ends registered as you have undertaken, 
it will prove to be a popular service in 


the industry."—E. C. Dreyer, Dreyer 
Commission Co., St. Louis, Mo. 
“The complimentary feed service 


which you are starting looks to us like 
a mighty fine idea and one that we be- 
lieve every feed concern will be glad to 
take advantage of.”—George I. God- 
shalk, Flory Milling Co., Bangor, Pa. 


“T just want to compliment you upon 
the new service you are rendering to 
the feed trade. I think it is a splendid 
idea that should bring you many com- 
pliments from your readers and adver- 
tisers. There certainly is a shortage of 
good men at the present time.”—J. T. 
Sexton, Seavey & Flarsheim Brokerage 
Co., Kansas City, Mo. 

“We think your Feed Industry Em- 
ployment Bureau is an excellent idea.”— 
Premier Peat Moss Corp., New York, 
N. Y 


Positions Available 


Feed Salesman to specialize on hatch- 
ery accounts. Prefer college graduate at 
least 32 years old with knowledge of 
hatchery management. Would start 
right man at $3,000 a year plus ex- 
penses. Refer to No. 465-A. 


Salesman for turkey feeds. Must 
be experienced in all phases of turkey 
management and have real sales ability. 
Kansas City territory. Starting salary 
$150 to $200 per month depending on 
ability and experience. Refer to No. 
466-A. 


Salesman for Western Wisconsin to 
represent feed, cereal and flour manu- 
facturer with jobbing department. Com- 
plete line. Man must be able to do 
thorough job of feed sales and service, 
open accounts and keep them going 
with resale work. Refer to No. 467-A 


Salesmen for West Virginia and west- 
ern Virginia territories. Complete line 
of well-known feeds. Refer to No. 468- 
A. 


Machinery salesmen. Territories open 


in Illinois, Wisconsin, Missouri and 
Iowa. Liberal commission basis. Refer 
to No. 469-A 


Salesman for Wisconsin. Must be ac- 
quainted with trade and able to pro- 
duce business for manufacturer of vita- 
Refer to No. 470-A. 


min concentrates. 
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Naegely Elected Director 
By National Federation 


K. Naegely, Cooperative Farm 
Service Management, Inc., Itha- 
eca, N. Y., was unanimously 


elected director at large of the 
National Federation of Feed Associa- 
tions in a recent mail poll conducted 
among the directors. 

He succeeds V. A. Fogg who has 
been a director of the federation since 
it was organized and who also served 
as a member of the feed trade code 
committee. Mr. Fogg was then presi- 
dent of Cooperative Farm Service Man- 
agement, Inc., retail stores division of 
the G. L. F. He is still an official of 


the G. L. F. but is no longer active in 
the retail stores division. 

All representative retail feed trade 
organizations are invited to join. The 
fee for membership in the federation 
is $25.00 and this amount is expected 
to cover fully the cost of three or four 
years’ service. 

Organizations affiliated with the fed- 
eration are urged to study the draft of 
a proposed uniform feed law which has 
been prepared by the American Feed 
Manufacturers association and the As- 
sociation of American Feed Control Of- 
ficials and is recommended for passage 


BE SURE OF A PROFIT! 


Up-to-Date Hog Feeders Use Cottonseed Meal! 


And up-to-date Feed Dealers "cash in" on the demand for Cot- 
tonseed Meal by selling feeds that contain Cottonseed Meal! 


Our advertising in farm and stock journals is carrying the story of 
increased profits from proper feeding . . . with Cottonseed Meal. 
Some feeders lose money while others make a profit—the difference 
is in the method of feeding and management. Successful feeders 
by the thousands are using Cottonseed Meal with confidence. They 
have learned the value of Cottonseed Meal as a source of protein 
in securing economical and profitable gains. 


Our advertising is creating additional demand for Cottonseed Meal 
and feeds that contain Cottonseed Meal. It will pay YOU to tie-up 
with our efforts by selling feeds that feature Cottonseed Meal on 


the analysis tags. 


NATIONAL COTTONSEED PRODUCT 
ASSOCIATION 


1411 Santa Fe Building 
Dallas, Texas 
(Educational Service) 


Sterick Building 
Memphis, Tennessee 
(Executive Offices) 


in the various state legislatures. Printed 
copies of the proposed law may be ob- 
tained by writing Ralph Field, execu- 
tive vice president, American Feed Man- 
ufacturers association, 53 West Jack- 
boulevard, Chicago. 

The present officers of the National 
Federation of Feed Associations are 
Eugene C. Dreyer, Dreyer Commission 
Co., St. Louis, Mo., president; Floyd 
Oles, manager, Pacific Northwest Feed 
association, Seattle, Wash., executive 
vice president, and David K. Steen- 
bergh, The Feed Bag, Milwaukee, sec- 
retary. 

Directors in addition to Mr. Naegely 
include R. H. Brundige, Kingston, 
Ohio; M. F. Cohn, Buffalo, N. Y.; Mr. 
Dreyer; W. D. Flemming, Minneapo- 
lis, Minn.; F. C. Kurtzhalz, Tampa, 
Fla.; F. M. McIntyre, Potsdam, N. Y.; 
L. C. Newsome, Minneapolis, Minn.; 
Mr. Oles; L. P. Townsend, Springfield, 
Mass.; Lionel True, Springville, N. Y.; 
James H. Vint, Union Grove, Wis., and 
Fred Zinn, Battle Creek, Mich. 


Milwaukee Grain Men 
Elect Officers 


John V. Lauer, J. V. Lauer & Co., 
was elected president of the Milwau- 
kee Grain & Stock exchange at the 
annual election held April 6. He suc- 


ceeds O. R. Sickert, Deutsch & Sickert 
Co. 


J. V. Lauer E. S. Terry 


E. S. Terry, Stratton Grain Co., was 
chosen first vice president; Curt Kanow. 
Froedtert Grain & Malting Co., second 
vice president, and H. A. Plumb, sec- 


Curt Kanow 
retary and treasurer. 


H. A. Plumb 


Directors elected for a_ three-year 
term were Charles F. Coughlin, Riebs 
Co.; A. L. Johnstone, Johnstone-Tem- 
pleton Co., and E. J. Koppelkam, E. J. 
Koppelkam Co. W. A. Hottensen, W. 
M. Bell Co., was chosen to fill the two- 
year unexpired term of director made 
vacant by the election of Mr. Kanow 
as second vice president. 

Those elected to serve on the board 
of arbitration were William Eiteneier, 
Harry Franke and Paul Riebs. Thomas 
M. Corcoran and O. R. Sickert were 
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Merchandising Farm 


(Continued from Page Nineteen) 
of some prominently advertised brand. 
Here are just a few typical reactions: 


When You 

Mention People Think of 
Soap Ivory 
Soft Drinks Coca Cola 
Underwear Be V..D: 
Hats Stetson 
Tires Goodyear 
Guns Winchester 
Automobiles Ford 
Coffee Chase & Sanborn 


Canned Fruits Del Monte 

Laundry Soap Fels-Naptha 

Bicycles Iver-Johnson 

These brands (among others) are 
mentioned by more than twice as many 
persons as the next brand in their re- 
spective fields. 

But thinking of an advertised product 
is different from buying one. The ma- 
gazine Farm Life conducted a survey 
to discover exactly what commodities 
were being used in the homes and on 
the farms of their subscribers. It is 
remarkable how closely the results of 
this study paralleled the results of the 
advertising club study. In every case 
the well advertised product was the one 
being used in most homes. In some 
cases where a company was an out- 
standing advertiser in comparison to 
competitors its product was way way 
ahead of competition in actual sales. 
On the other hand where several equal- 
ly strong advertisers occupied a field 
the sales of those products were more 
evenly distributed. 

Better Homes & Gardens likewise 
made a study to find out what commer- 
cial feeds were being used among its 
poultry raising subscribers. They dis- 
covered that among those feeding a 
ready mixed feed over one-third were 
using the brand that is probably the 
most widely advertised. Less than half 
as many used the second brand—an- 
other advertised brand but perhaps not 
as extensively advertised. 

Similar results were revealed in a 
Dairy Farmer survey of dairy feeds— 
one-fourth of the tonnage went to the 
big advertiser in the field, and just about 
half that much to the next nearest com- 
petitor—and next strongest advertiser. 

A few years back, the Advance-Rum- 
ley Thresher Co. made a study of a 
group of their merchants—merchants of 
approximately equal calibre and pos- 
sibilities. They found that the dealers 
who advertised according to the com- 
pany plan sold an average of $36,029.00 
worth of the company’s products in one 
season. The non-advertising mer- 
chants, on the other hand, sold only 
$9,424.00 worth of equipment during 
that same season! 

Likewise the Purina Mills made 
studies in a number of sections to learn 
how effective advertising is in helping 
a new dealer get started with the line. 
They found that the new dealers who 
used the local dairy feed advertising 
program recommended by the firm sol 
on the average of 64 tons more per 
year than the dealers who did not use 
the advertising. Then they studied 
their old dealers to discover the effects 
of dropping the advertising. They found 


F. Harvey Morse 


Mr. Morse is the author of the articles on 
Merchandising Farm Supplies which are 


appearing regularly in The Feed Bag. He 
has a background of many years experience 
in advertising and selling farm products. 


that the dealers who used the advertis- 
ing two consecutive years sold on an 
average of 36 tons apiece more than 
dealers who had used the advertising 
during the first year but dropped it 
during the second. 

Two outstanding examples of the ef- 
fect of retail advertising to the farmer 
is Garver Bros., Strasburg, Ohio, and 
Manns’, Inc., Devils Lake, N. D. In 
spite of larger towns in their territories 


these firms have shown _ consistent 
growth. John B. Garver explains his 
firm’s steadily increasing business:— 


“About 15 years ago we began to tie 
up with national advertising to try to 
get the utmost benefits from the ad- 
vertising that we placed. We _ went 
through the magazines, clipped the ad- 
vertisements, pasted them in our win- 
dows, made window displays of nation- 
ally advertised products, and made dis- 
plays of the nationally advertised pro- 
ducts in our store. We did not stop at 
that even though we didn’t get imme- 
diate returns. Some dealers, when they 
put in a window of nationally adver- 
tised products, think they ought to get 
returns right away, but we don’t. Our 
policy is to foment in the minds of the 
public the idea that the Garver Bros. 
store of Strasburg handles nationally 
advertised merchandise. and it is worth 
while to do this all we can.” Both of 
these firms have been consistent adver- 
tisers during the period of their exist- 
ence. 

Isn’t it somewhat significant that fi- 
nancial reports show that 83 per cent 
cf the business failures each vear are 
non-advertisers? And consider, too, the 


attitude of progressive financial inter- 


ests, as indicated in the statement cf 
the late Festus J. Wade, former presi- 
dent of the Mercantile Trust Co. of 
St. Louis: “When a man cus on his ad- 
vertising appropriation we cut on his 
credit.” 

Broadly speaking all advertising may 
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be divided into two parts. First is the 
advertising done on a more or less wide 
sectional or national scale by the pro- 
ducer of the lines you handle. The 
job of national advertising is to tell 
what the goods are—what they will do. 
The local advertising task is to let the 
customer know where he can buy those 
goods. Obviously it is impossible for a 
national advertiser to include the names 
of all of his dealers in a regular maga- 
zine advertisement. Through local ad- 
vertising, properly planned, the local 
dealer signs his name to the national 
magazine and state farm paper pages. 
National advertising is the big con- 
fidence building medium—partly be- 
cause the farm publications of high 
standing guarantee all advertising they 
carry. In other words, if you buy a 
product advertised in their publications 
and are not satisfied with it and the 
manufacturer won’t make good—then 
the publication will—AND the pub- 
lisher won’t accept that firm’s advertis- 
ing again. All other things being equal, 
it certainly does pay the retailer to con- 
centrate rather definitely upon national- 
ly advertised products. 
What Shall We Expect of Advertising? 
First of all shall we expect advertis- 
ing to increase our sales—not imme- 
diately perhaps, but certainly in the 
long run. It should increase sales be- 
cause it makes selling easier and causes 
the prospect to nod “yes” when your 
product is mentioned. According to a 
study made by System Magazine in five 
retail lines it was found that the turn- 
over in stores following an adequate ad- 
vertising program, was 4.4 times as 
great as that of stores not advertising. 
When you consider some of the out- 
standing advertising — merchandising 
successes, e. g. the Orange Growers’ 
association, which in 20 years’ time in- 
creased their distribution from between 
5.000 and 10,000 cars a year to 75,000 


cars *a year—the former Shredded 
Wheat Co., which during the same 
period increased sales from 300,000 


cases to 4,000,000 cases a year—the 
Raisin Growers association practically 
doubling sales in two years’ time—it 
isn’t far fetched to expect advertising 
to help you increase business. 

We may also expect advertising to 
reduce costs. The raisin growers during 
their period of expansion cut their sales 
cost practically in half. The sales cost 
on Campbell’s soup has been reduced 
during the firm’s existence from 20 to 
5 per cent. Shredded Wheat advertis- 
ing in 20 years has been brought down 
from $1.00 per case to 20 cents per case. 

And because of increased sales, prices 
should ultimately be reduced to the 
consumer—and have been. Consider 
Carborundum. In 1893 this firm sold 
about 50 pounds a year, largely to jew- 
elers—for $1,000.00 a pound. Today 
Carborundum wheels are sold in every 
hardware store and the material costs 
the consumer about 4 cents a pound. 
Years ago the Welsh Grape Juice Co. 
paid $10.00 a ton for grapes and sold 
the product to the grocer for $10.00 a 
case. Now they are paying from $50.00 
to $60.00 a ton for grapes—and selling 
the product for approximately $5.00 a 
case. And today you can buy a better 
Eastman kodak for $2.00 than you could 
have bought for $25.00 a quarter of a 
century ago. 

In the third place, retailers should 
look to advertising to build prestige 

(Continued on Page Thirty-three) 
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Dobbin Giving 
Horse Laugh in New York 


Rv evidence of the long her- 


alded return of the horse is re- 
printed herewith from the March 


28 issue of The New Yorker 
nmiagazine: 
“We were more pleased than we 
if 


could say at the recent discovery that 
the horse (equus caballus) has actually 
begun to gain ground against the en- 
croachments of the automobile. It turns 
out that this has been going on for a 
couple of years, underground, right in 
the teeth of floating power and wizard 
control. The Borden milk people have 


Automobiles 


and under are to be taken away from 
trucks and turned over to small, silent 
wagons (so silent they have to have 
horns) drawn small, triumphant 
horses (so small they cost much less 
to feed). 

“Borden’s had to evolve the stream- 
lined horse more or less by themselves. 
In the first flush of their enthusiasm, 
they wrote to the Horse and Mule As- 
sociation of America, in Chicago, ask- 
ing about new wrinkles in horse-and- 
wagon operation and maintenance. The 
association replied gloomily that there 


decided that all milk routes of 12 miles weren't any new wrinkles, as far as 


MIXER 


Replaces all milk products, Cod Liver Oils, Yeast, Iodine and Iron in preparing 
Poultry Rations, Pig Meals, Dairy Ration Concentrates, Dog and Fox Feeds, and 
especially valuable in mixing Calf Meals. 


The Feed Mixers’ troubles are today practically eliminated—users of Syntha-Milk 
have in the one bag a product that eliminates all forms of milks, all cod liver oils, 
supplies the vitamins not only found in milk products, but vitamins A-K-D and E, 
as well as a stable form of Iodine which is so sadJy lacking in milk products, and 
iron that is totally absent in most feedstuffs. 


* 
We guarantee that SYNTHA-MILK MIXER will answer your mixing problems 
as no other product has done in the past. It is available at all times, easy to mix 
and costs less. 


SYNTHA-MILK MIXER is offered the feed mixing trade as carrying not only 
the better type proteins but much more Vitamin G than found in dried milks— 
plus those necessary Vitamins A-B-D-E, Vitamins for Growth, Health, Virility, 
and the most essential icdine. 


* 
SYNTHA-MILK MIXER carries the approved iodine content, and all feeds 
made from our formulas are eligible for the Iodine Seal of Approval. 


* 

SYNTHA-MILK MIXER contains the correct amount of Iodized Concentrated 
Cod Liver Oil. We use Clo-trate Concentrated Cod Liver Oil exclusively, which 
is the only cod liver oil that is thoroughly concentrated in both Vitamins A and 
D. The correct amount of iodine is added to Clo-trate by the Klepinger Whorl 
Patented Process of iodizing cod liver oil. 


Biological tests conducted over a period of several years, under high and varying 
temperatures, show the Vitamin content of SYNTHA-IODIZED CONCEN- 
TRATED COD LIVER OIL to be unimpaired. We have the only authoritative 
assurance of the stability of the Iodine content of SYNTHA-IODIZED CON- 
CENTRATED COD LIVER OIL, of which the Iodine Educational Bureau 
says: “Your Cod Liver Oil is the first to come to our attention in, which the Io- 
dine is so dispersed that the Oil does not lose its iodine strength over a period 
of time.” 


$YNTHA-MILK MIXER 
assures you of definite results 
at all times and, most im- 


Those Vital Vitamins and 
Iodine you purchase in SYN- 
THA-MILK MIXER build 


your feeds better and those portant, at a much lower 
feeds stay better until con- cost. Write or wire for 
sumed. prices. 


Syntha-Milk Co. Syntha-Milk Co. 


868-9 Reibold Building, DAYTON, OHIO 4549 Produce Plaza, LOS ANGELES, CALIF. 


Syntha-Milk Laboratories 
INGOMAR, OHIO 
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they knew—hadn’t been any new ones 
for 20 years, and weren’t likely to be 
any in the future. They were wrong, 
though. The Borden company set to 
work and found, or invented, dozens 
of new wrinkles. 

“In the first place, their new wagons 
are set on automobile wheels. This 
decreases their weight by 300 pounds, 
and lowers the center of gravity. They 
have ball-bearing axles, too. All this 
makes them easier to draw; hence the 
little horse, weighing 1,300 to 1,400 
pounds, as against the old 1,700-pound- 
er. The smaller horses have smaller 
appetites, and save five cents a day, or 
$18.25 a year, in food. This mounts up, 
as Borden’s have 2,000 horses in New 
York alone. 

“The horses wear rubber-covered 
shoes that cost half as much, weigh 
half as much, and last twice as long as 
iron shoes. In winter, they wear shoes 
with a squeegee effect that gives a much 
better footing on ice than calks. The 
new horse is quiet as a mouse, too. He 


is even more silent than automotive 
delivery, a Mr. Kearney of Borden's 
told us, in a hushed voice. He doesn’t 


have an engine running. However, he 
might kind of snort now and then, the 
way horses do; Borden’s haven’t elim- 
inated that yet. 

“The wagons have second-hand re- 
treaded tires (cost half as much) and 
contain a gutta-percha fluid that reduces 
puncture trouble. At a speed of six 
miles an hour, there’s no real wear and 
tear on tires, and Mr. Kearney expects 
that they will rot before they wear out. 
He recited the new outfit’s five great 
virtues: reduced draft; less wear and 
tear on the wagon spokes and tires; 
elimination of noise; lowering of the 
wagon step from 41 to 33 inches, de- 
creasing the chance of accidents and 
making it easier to handle the mer- 
chandise; rubber-covered shoes _pro- 
longing the horses usefulness two or 
three years. There are 200 of these 
outfits in use in New York now, and 
they are being added at the rate of 15 
a week. It’s all pretty serious to Bor- 
den’s—they have 4,600 wagons here and 
there, and they’re expecting the stream- 
lined horse to effect great savings for 
them. For the time being they’re go- 
ing to stick to the old-fashioned, stan- 
dard-sized milkman.” 


GEORGE LABUDDE, LaBudde 
Feed & Grain Co., Milwaukee, did not 
see the first robin this spring but does 
report that a big buck deer crossed the 
road about 200 feet ahead of his car 
while he was traveling between Bara- 
boo and Portage recently. 


WM. W. CUMMINGS, secretary of 
the Ohio Grain, Mill & Feed Dealers 
association, has formed a_ partnership 
with Robert F. McAlister, formerly of 
the McAlister-Robinson Co, and 
opened offices for the conduct of a 
wholesale grain and feed business at 
30 East Broad street, Columbus, Ohio. 
The business will be operated under 
the firm name of Cummings & McAl- 
ister. 


MRS. SAMUEL L. RICE, wife of 
the former president of the Indiana 
Grain Dealers association, passed away 
recently following a heart attack while 
wintering with her family at Palm 
Beach, Fla. 
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Michigan Dealer Earns Extra Profit 
By Selling Garden Seeds 


Also Concentrates on Back Lot Poultrymen 


C. RODGERS, Michigan Feed 
H Co., Dearborn, Mich., makes a 
e@ special effort to build up his 
spring business through the 

sale of garden seeds. 

He employs a seed specialist, a man 
formerly employed by a seed company 
and sends him out to solicit business 
from the hundreds of families in Dear- 
born who have city-planned thrift gar- 
dens. Dearborn, it might be said, is 
built around the Ford motor plant, and 
many Ford employes have gardens 
planned by the company. 

Seeds Sold in Bulk 

Seeds are sold in bulk rather than 
package and last year nearly $1,500 
worth of seeds were sold in about three 
months’ time. This year Mr. Rodgers 
has set a quota of at least $2,000 in 
seeds, and particular stress will be made 
upon fertilizers at the same time. When 
calls are made Mr. Rodgers and his as- 
sistant will also mention chicks and 
instill into the minds and imagination 
of their customers the vision of a flock 
of chickens. 

Out of what might be no more than 
a feed store business a three-fold de- 
velopment is planned. Into the plan- 
ning there is injected a definite goal 
and quota of business, based on results 
obtained in previous years. Already 
orders are taken for several thousand 
chicks and it is planned that at least 
10,000 will go out to become the out- 
let for substantial feed orders as they 
develop from chicks to growing stock 
and laying hens. 

Shows Battery Brooder 

A battery brooder is set up in the 
display window of the store and it is 
kept constantly populated with chicks 
from March to June. Rodgers finds 
that the display of chicks in this 
manner adds decidedly to his sales for 
there is considerable pedestrian traffic 
upon which the vision of a flock of 
chickens can take effect. 

He has found that often the mere 
sight of baby chicks will induce folks 
to drop into the store to inquire into 
the details of poultry keeping, and if 
the story can be well told a sale is 
soon made. No merchant in any busi- 
ness could ask more than an opportu- 
nity to talk to an interested prospect, 
and once the prospect is in the store 
the job is half done. 

Feeds Out Front 

Rodgers maintains an attractive store 
display at all times and goes one step 
further by. constantly displaying his feed 
on the sidewalk outside his store. The 
first thing to be done after opening the 
store in the morning is to wheel out 
half a dozen bags of feed. A display 
large enough to catch the eye of the 
passing motorist is planned, for the 
store is situated on the main highway 
leading into Dearborn from the farm- 
ing country to the west. In fact, there 
seems to be a sort of small village at 
the west end of Dearborn, set off from 
the main town of 50,000 by no more 


> 


Every morning H. C. Rodgers shown above puts several sacks of feed on the sidewalk in 


front of his store. 


than a temporary scarcity of houses for 
several blocks. In this group Rodgers 
wisely located. 

Rodgers advertises in three rural 
weekly newspapers. He uses display 
ads, two columns wide and six inches 
deep, in which the feed company whose 
commercial mashes he sells cooperated. 
These ads were presented in papers that 
circulated throughout farm _ territory 
where the feed business might have 
been conceded by anyone less aggres- 
sive than Rodgers as already in the 
pockets of several rural stores already 
operating in that area. 

Features Commercial Feed 

Before this the entire business of the 
Michigan Feed Co. might have safely 
been attributed to back-lot poultry 
keepers in the city of Dearborn. When 
Rodgers took over the store he doubled 
the business of the former operator in 
less than six months. The first thing 
he did was to take on a good commer- 
cial feed with a good local reputation. 
This feed company cooperated with him 
in providing good store display material 
and an abundance of literature for dis- 
tribution to prospective customers. Ad- 
vertising began and Rodgers now 
orders every week. His back-lot feed- 
ers alone support a_two-ton-a-week 
business, with every indication of in- 
creasing this materially. He carries a 
larger stock than was ever on display 
in the store before. 


Rodgers was formerly a purchasing 
agent for a machine shop and like many 
other men in many other Detroit in- 
dustries several years ago was looking 
for something new, something toward 
which he could apply his managerial 
ability as well as his labor. He is a 
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This display idea helps to increase his sales. 


man no longer in his most active years, 
but he now believes that he has some- 
thing which he can take care of nicely 
and if he takes care of it right it will 
take care of him. 

Sells in Small Lots 

Rodgers finds that most of his sales 
in feeds are in small quantities and 
broken lots. These are sold at a com- 
paratively long price and consequently 
the profits are large for the amount of 
business transacted. The typical back- 
lotter is considered a potential market 
for an unusual amount of equipment for 
the amount of stock he keeps. His in- 
vestment per hen or chick is high, for 
the simple reason that his space is lim- 
ited. Poultry equipment dealers also 
consider the back-lotter the greatest 
buyer of gadgets, new equipment, 
special fountains and hoppers. They are 
as a class free spenders because the 
money which they spend on their poul- 
try is not necessarily derived from the 
profits from their stock. The money 
comes from their factory pay check, 
and if they are regularly employed they 
also spend it freely. Rodgers keeps 
well stocked on equipment. 

He will tell you all this as he un- 
folds his plans for expansion. He has 
hitched his wagon to the back-lot poul- 
tryman and gardener, and he set up 
his business in the shadow of the most 
prosperous factory in the world, sur- 
rounded by the best paid and most sat- 
isfied workers in any industrial city. 
The section is typically suburban, with 
large lots and no restrictions against 
poultry. It seems that Mr. Rodgers 
has a very good thing, and if you talk 
to him you seem to gather that he 
knows it and knows what to do about 
it. 
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Step out in 
front of your 
competition 


The California Pellet Mill has created a new industry! Pellet 
making increases daily. Scores of feedmills are operating day 
and night to keep up. Raisers of cattle, sheep, rabbits and poul- 
try have learned that scientific balanced rations are best for 
their needs — government agencies and agricultural colleges 
have given them this important knowledge. Balanced ration feeds 
are at their best in pellet form. Are you going to let this natural 
demand go to an alert competitor? All you need is a California 
Pellet Mill to bring in this new business from your district! 


EXTRA HIGH 
CAPACITY 
Pelleting was 
made practical 
and economical 
by the California 
Pellet Mill. This is 
due to its high- 
speed production 
of firm, glossy 

pellets. 


Pellets can be made of 
practically every known 
feed. Binders are un- 
necessary to make firm, 
glossy pellets. Simply 
change dies in a Cali- 
fornia Pellet Mill to 
make all sizes from tiny 
3/32” pellets to big 
chubby ones measuring 
over | inch. No special 
help needed to operate. 
1/20¢ per pound coves 
labor and power cost, 
depreciation and die 
wear. 


PELLET 
MILL 


California Pellet Mill Company 
733 Tehama St., SAN FRANCISCO, CAL. 2, 


Send for Bulletin 
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Welcome Back 
Central Dealers 


For the sixth consecutive year, 
we will again have the privi- 
lege of welcoming you feed 
dealers as our guests during 
the annual convention of the 


Central Retail Feed Associa- 
tion, June 8 and 9, 1936. 


Please be assured that the 
management of the Hotel 
Schroeder will spare nothing in 
a sincere effort to make you 
happy and comfortable while 
you are in Milwaukee. 


Your cooperation in making 
your convention room reserva- 
tions early will be greatly 
appreciated. 


HOTEL 
SCHROEDER 


Walter Schroeder, President 
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Pour Yourself a Draft 
Of Bottled Chicken 


OST persons have seen com- 
pletely assembled boats inside 
of a bottle. But a live chicken 
thriving in bottle—that’s 
something different. In fact, it is so 
different that the news of this strange 
phenomena has gone via the press, the 
radio and newsreel to far corners of 
America. 


It all started as an innocent experi- 
ment. Henry Willis, Purina feed and 
coal dealer, Denver, Colo., took a baby 
chick which was just a few hours out 
of the egg and shoved it into a five- 
gallon jar, the hole being just large 
enough to admit the chick at that 
tender age and to allow for sufficient 
air circulation. He fed it starting mash 
and water regularly and awaited the 
results, 


The bird, he discovered, thrived nice- 
ly, soon outgrew the size of the hole 
through which it originally entered the 
jar, and thus remained in its trans- 
parent confinement looking and feeling 
contented. Willis christened the hen. 
Matilda. He was so well pleased with 
his experiment that he decided to put 
it on exhibition in the window of his 
store. 


That is when the story really began 
to spread to the four corners of 
America. Over the Associated Press 
wirephoto service the picture of Matilda 
in her glass bungalow was sent to all 
newspapers served by this agency. 
Radio listeners switched their dials to 
the Denver station to hear reports of 
the famous bird’s progress. Matilda 
blinked in surprise at newsreel men 
gtinding away on their cameras. Even 
Arthur Brisbane gave her mention in 
his column. 


Other feed dealers were quick to 
grasp the advertising possibilities of the 
stunt. Crews Hatcheries, Dallas, Texas, 
was among the first to start a bird-in- 
the-bottle exhibition there and received 
columns of news on the idea. At present 
chicks are being raised in bottles by 
hundreds of dealers throughout the 
country and local newspapers are play- 


M 


ing up the project in picture and story. 

Naturally, the chicken-in-the-bottle 
experiments have attracted the atten- 
tion of humane societies, agricul- 
tural colleges and poultry authorities 
who, after careful investigation, have 
become convinced that the birds are 
thriving just as well under those condi- 
tions as they would on the ground or in 
battery brooders. 


PERRY M. INGOLD, well known in 
Minneapolis grain circles, passed away 
at his home recently. He formerly man- 
aged elevators in Iowa and was last 
connected with the Cereal Grading Co. 


H. H. VANGORDEN & SONS, 
with headquarters at Black River Falls, 
Wis., are erecting an addition to their 
Neillsville, Wis., plant to house com- 
mercial fertilizer equipment. 


Cc. L. BERNHEISEL & Co., New 
Kingstown, Pa., has sold its flour and 
feed business to Paul Sunday. 


PAUL B. WERTZ, secretary of F. 
S. Wertz & Son, Reading, Pa., has 
been elected president of the village 
council of West Reading. 


FEDERAL MILLS, Lockport, N. 
Y., has purchased the Mosely & Mot- 
ley Milling Co., Rochester, N. Y., which 
was established in 1862. 


LEARY GRAIN CO., established 
firm at Minneapolis, has been incorpor- 
ated with a capital stock of $25,000. In- 
corporators are W. S. Leary, C. P. 
Leary and G. L. Cagley. 


BAUER BROS., Campbellsport. 
Wis., have installed a new feed mixer. 


Keep Parasites Down... 
Keep | Disease Out. 7 


Concentrated, Body-Building, 
Health-Protecting Elements of Milk—- 


A Needed Ingredient for Starting and 


Growing Mashes. 


Milk Sugar Feed guards intestinal health. Ample Vitamin G 


insures growth of new tissue. 


Milk minerals are needed for 


bone building. KRACO, Milk Sugar Feed brings extra profits 
when regularly fed in poultry mashes. 


KRACO, Milk Sugar Feed is a superior and economical source 
of vitamin G. It has 70% milk sugar content and an 8% to 


9% milk mineral content. 


KRACO in the mash aids in the 


assimilation of all the nutrients in the feed. 


Your customers will appreciate your mixing KRACO in your 
poultry mashes. They know KRACO guards flock health, 
promotes growth and encourages heavy production. 


Kraft-Phenix Cheese Corporation 
Dept. 343, Chicago, Ill. 


KRACO 


SELL THEM STARTING, GROWING AND 
LAYING MASHES THAT CONTAIN KRACO 
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NOPCO BOOKLET 

National Oil Products Co., Harrison, 
N. J., has ready for distribution to feed 
dealers its attractive booklet entitled, 
“25 Profitable Chick Brooding Sugges- 
tions.” The contents cover all phases 
of housing, disease prevention and care 
and management of poultry in easy-to- 
read fashion. Dealers desiring copies 
may obtain them by writing direct to 
the National Oil Products Co., at Har- 
rison, N. J. 


CONTAINS ALL THE VITAMINS ... A, B, C, D, E, and G 
IN HIGHLY CONCENTRATED FORM ... makes a better mixed 
feed ... easy to mix ... reduces investments in stocks ... takes 
hidden weaknesses and guesswork out of feeds and feeding. 
Complete, tested advertising and Be your district’s exclusive VITA- 
sellin lan furnished FREE to MELK FEED MANUFACTURER. 
os. Vir Se LK FEED MANU- Send for full information at 
once. 


STRATTON GRAIN CO., Milwaukee, Wis. - 
6 15™ ST. 


KIESER LEAVES KRACO 

Charles F. Kieser, manager of the 
dairy specialties division of the Kraft- 
Phenix Cheese Corp., ‘Chicago, will 
leave that company effective April 15 
to become associated with the Borden 
Co., New York. He returned recently 
from a vacation in Hollywood, Fla. 


LINSEED PAMPHLET 


“Facts Worth Knowing About Lin- 
seed Meal,” a new pamphlet, has been 
issued by the Linseed Meal Educational 
Committee for feed dealers. It contains 
a brief description of the value of lin- 
seed meal in feeding various kinds of 
livestock, together with a group of 
practical rations for dairy cows, beef 
cattle and hogs. The pamphlet has 


REGULAR MONTHLY CARLOT BUYERS SINCE 1930. 


EGG-O-MILK 


BLEND 


been designed as a mailing enclosure. 
ANALYSIS One carlot buyer of Egg-O-Milk Blend writes: Dealers who desire copies free are re- 
<a 0% ‘‘We have been using Egg-O-Milk Blend for quested to write the Linseed Meal Edu- 
ane kent id five years, and have made tests against cational Committee, Commerce building, 
— po Dried Skimmed Milk, and we must say we Milwaukee. 
ipsa believe it is superior to Dried Milk. 
— yang es We use Egg-O-Milk Blend in all our mashes DRY MILK BULLETIN 
Restevesiite. Vensand and we believe get faster growth and the American Dry Milk Institute, Inc., 


inte Mae mortality is lower than when we used 
Dried Skimmed Milk.” 


(Address of above feed manufacturer furnished on request.) 


The appearance and analysis of Egg-O-Milk Blend are what you want, 
and the price is seven cents in ton lots. In carlots 634 cents delivered 
your station. 


EGG-O-MILK COMPANY 


423 W. PRATT STREET BALTIMORE, MARYLAND 


Chicago, has ready for distribution Bul- 
letin 211 entitled, “Feeding and Hatch- 
ability”. It contains a discussion of the 
nutritional essentials of producing eggs 
of good hatchability and the points are 
illustrated by formulas from nine dif- 
ferent experiment stations. Copies may 
be obtained free by writing the insti- 
tute headquarters at 221 North LaSalle 
street, Chicago. 


GENESEE VALLEY Alfalfa Corp.. 
Avon, N. Y., is planning to construct 
an alfalfa mill at Cuylersville, N. Y. 


Sell Poultry ..Dairy Sanitation at a 


OHIO 

Ben Amstutz has opened a feed store 
at Bluffton. 

W. A. Fields, proprietor of the Will- 
shire coal yard, Willshire, has opened a 
feed department in connection with his 
business. 

Vincent and Thomas Odenweller have 
opened the City flour, seed and seed 
store at Delphos. A feed grinder and 


Safe- Effective: Economical 


@ Because it is so handy to use, so economical and so effective, poultrymen 
and dairymen become immediately enthusiastic about HTH-15. Stock this 
modern disinfectant and cash in on a year ’round profit maker. : . 

mixer have been installed. 


How HTH-15 is Used Kinsman Feed & Supply Co. elevator, 
Poultrymen use HTH-15 as a dust to control colds and other respiratory CHECKS COLDS, ROUP, Farmdale, was destroyed by fire recent- 
diseases. They put a little in drinking water to check spread of disease. They BRONCHITIS*STERILIZES ly with a loss estimated at $15,000. 
use HTH-15 solutions to disinfect incubators, brooders, poultry houses POULTRY EQUIPMENT Ramsey’s Feed Stores, Portsmouth, 
and equipment. have taken over the mill of Peters Flour 


Dairymen use HTH-15 solutions to sterilize dairy equip- & Feed Co., Jackson, and appointed Lou 
ment. It kills bacteria, keeps bacteria counts low. HTH-15 Peters as manager. 


meets the requirements of sanitary codes everywhere. It is R. H. Tolle, R. H. Tolle Co., who 


operated an elevator at Hillsboro for 
the past 20 years, has sold his business 
to the Ubiko Milling Co., Cincinnati. 

Frank P. Faulk, president of the 
ea Sa Faulk Flour & Grain Co., Kensington, 
container pre: ge, treezing lumping. 
Fconomical for user—an easy seller for you. STERILIZES DAIRY EQUIPNENT 
Write for full details of our dealer proposition. KEEPS BACTERIA COUNTS LOW Z 


plies merchant, has sold his elevators 
The MATHIESON ALKALI WORKS (Inc.) + 60 EAST 42nd STREET, NEW YORK 


Comes in Powder Form 


Easy to handle—easy to use. A handy mea- 
suring spoon in every can—just add to water 


at Clarksfield ‘and Hartland to R. D. 
Stryker, Collins. 
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A DISPATCH FROM THE OLD FORT 


A couple of pioneers in the feed game are scouting for 
some new dealers who are interested in new ideas that 
will work and produce dealer profits. 

We will bet the old musket in the picture against your 
old Stetson hat that we have what you want. Will you 
give us a chance to tell you all about it? 


Drop us a line. Just address it to Old Fort Mills, Inc., 
Marion, Ohio. 


(Signed) P. Turner 
Gust Holland 


REG. U. S. PAT. OFF. 


SOYBEANS 


Manufacturers of 


MINERAL- 
IZED 
SOYBEAN 
OIL MEAL 


SWEET 
SOY MIX 


GUARANTEED BY 
= OLD FORT MILLS & 
MARION, OHIO 


{ 


MILL ROSE 


FLOUR 


A-C FEEDS 


build business 
» 


Mixed Cars our Specialty 


WISCONSIN MILLING CO. 


Menomonie, Wisconsin 


2 
NEW 


and 
Superior 


RAPID CUT 


DIAMOND Grinding PLATES 


have been perfected in our plant — made 
from Chrome Mono- Metal — the latest 
development in plate making. 

We guarantee these plates to last longer, 
grind faster and cooler, give better satisfac- 
tion all around than any similar plates now 
offered. 

A set of these plates will be shipped on thirty days 
trial— you to be the sole judge of their performance. 

If they fail to give satisfaction we agree to take 


back and pay shipping costs both ways. Get our 
new and lower Price List to-day. 


Builders of the 
Diamond 
Ball Bearing 
Attrition Mills 


Diamond 
Huller Co. 


WINONA, MINN. 


MEDIUM XX U.S. A. 
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SARDILENE 


ORE VITAMIN D PER DOLLAR == 


Keeps your production cost down. It 
has been proved—Feeders want mashes con- 
taining ample amounts of vitamin D. Sar- 
Dilene, the original Sardine Oil produced in 
America, pioneered the poultry field, and con- 
tinues to pioneer with new scientific discover- 
ies. Rigidly tested by Colleges, Experiment 
Stations, large feed manufacturers and com- 
mercial poultrymen, it has been proved—Sar- 
Dilene is the most economical source of vita- 
min D. 


ONTAINS VITAMIN A 


SarDilene is specially treated to stabilize 
its vitamin A content in mixed feeds. It im- 
proves feathering, rigmentation and has proved 
outstanding in producing growth. 


Cash in on SarDilene advertising in leading poultry journals. 
Satisfy your customers with SarDilene in your mashes.. 


F. E. BOOTH COMPANY, Inc. 


Dept. 10 Farley Bidg., CLEVELAND, O. 
110 Market St., SAN FRANCISCO, CALIF. 
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—For Satisfied Customers 
SELL 


WISCONSIN 


Chick Starter 


and 


Growing Mashes 


—because they insure 


IN 
bade mas * A fast start for the chicks 
¥% Vigorous, healthy growth 


Smooth, uniform feather- 

WITH BUTTERMILK nt 

AND COD LIVER OIL % Large framed, sturdy pul- 


Back of EVERY BAG of 


DARLING’S 
SOIL 
BUILDERS 


“First ald to growing things’’ 
€ 


@ Highest Grade Materials, including dol- 
omitic limestone, the soil ‘‘sweetener’’. 


@Properly balanced, thoroughly mixed 
and well cured fertilizers. 


@A reputation for over 50 years fair 
dealing. 


MAIN OFFICE 
MINNEAPOLIS 


MILWAUKEE, WIS. 


Green Bay Chicago Buffalo 
Duluth Toledo Albany 
Portland Omaha New York 


San'Francisco Ogdensburg Boston 


lets @Dependable—no word means more. 
Wausau, wis. * Profitable, early layers No wonder these Soil Builders sell well— 
and at no increase in price over ordinary 
r) a Put in — now. You can 
onestiy recsommen em. 
NORTHERN MILLING CO. 
Since 1883 
WAUSAU... . . WISCONSIN 4201 S. Ashland Ave. Chicago, Ill. 
Grain 
Merchandisers 
€ 


Yow’ll like the Nicollet... 


because you have a choice of 600 spacious, sun- 
lit rooms with deep luxurious beds, soft water 
for bathing; because you'll receive thoughtful, 
convenient service; because you'll enjoy the ex- 
cellent foods served in the beautiful Minnesota 
Room and in the smart Coffee Shop; because 
everything possible is done to make your stay 
pleasant. 


NICOLLET HOTEL 


MINNEAPOLIS 


Official AAA Hotel - W.B. Clark, Manager 
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R. E. WEESNER is now general 
manager of the Vy Lactos Laboratories, 
Inc., Des Moines, Ia., where he suc- 
ceeds H. W. Swanson. 


HERMAN TIMME, Timme Bros, 
Inc., Lake Delton, Wis., has returned 
to the job after enjoying two months 
of winter vacation in Florida. 


FARMERS COOPERATIVE EI- 
evator Co., Worthington, Minn., has in- 
stalled a new feed mixer and corn 
cracker. 


HARTZ SEED & FLOUR CO., 
Chrisney, Ind., was badly damaged by 
fire March 27. Loss was estimated at 
$15,000. 


Developed at Carnation Farms 


Manna Home of World's Greatest Cow 


THE BETTER WAY TO FEED CALVES 


@ Calf Manna, the superior calf feed was developed at Carnation Farms 
home of the new Milk and Butter Champion, Carnation Ormsby Butter 


King, that produced 38,606 Ibs. of milk containing 
1402 Ibs. of butter fat, equivalent to 1752.5 lbs. of 
butter in one year. 


A SELLER—A PROFITABLE REPEATER 


@ Aggressive advertising is making Calf Manna a fast 
seller everywhere. Definite, profitable results make it 


Feeders everywhere hail it. 


a profitable repeater. Calf Manna grows calves 
faster, grows them larger and at less expense. 


® Calf Manna sells by the bag, is fed by the pound. 
Volume turn-over makes it profitable. Feeding re- 
sults bring new customers. Quick shipments from 
central warehouses. Write for full details. 


CARNATION COMPANY, Dept. F-B, Oconomowoc, Wisconsin d 
Albers Bros. Milling Co., Dept. F-B Stuart Bidg., Seattle, Washington 


Shippers of... 


Corn « Oats 
Feed Barley 


Poultry and Milling Wheat 


°* Any Grade 
Any Quantity 


* Any Time 


MINNEAPOLIS 


Bunge Elevator 


Write or Wire for Quotations 


MINNESOTA 


THE FEED BAG—APRIL, 1936 


N” MANY PEOPLE take sulphur and 
molasses as a spring tonic these 
days. But part of the old standby— 
the molasses part—is still a good tonic 
to get livestock into condition in the 
spring. 

Cane Molasses is more than a tonic. 
As every mixer knows, Cane Molasses 
is a feed, and a very good one. Its 
conditioning effect is only incidental 
to its high feeding value. Cane 
Molasses whets the appetite—aids 
digestion—encourages stock to eat 
more and gain faster. 

Use Cane Molasses to replace part 
of the grain in your feeds. It im- 
proves the color, texture and flavor, 
adds to the feeding value, and usually 
lowers the cost. It’s a real spring 
tonic for your feeds. 

With stations and connections at 
all principal ports, we are in a position 
to ship top-quality Cane Molasses to 
you promptly and economically. ~ 
Write for carlot and cargo prices. 
And ask for your copy of booklet 
“Cane Molasses,” containing au- 
thentic formulas and valuable in- 
formation. 


Commercial Molasses Corp. 


ROOM 2904, 230 PARK AVE., NEW YORK 
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MICHIGAN 
Hart farm bureau store, Hart, is con- 
structing a new building to replace the 


one destroyed by fire. Newell Gale is 


manager. 


manufacturing machinery. 

Frank W. Ward, formerly associated 
with C. A. Ward in the grain elevator 
business at Port Huron, passed away 


March 10 at the age of 75. 

McKay & Jones have purchased the Grass Elevator Co., Grass Lake, has 
Lacota feed mill, Lacota, from Frank installed a new corn cutter and grader. 
Deming. ~ 

Scottville grist mill, Ludington, CHARLES STUBIG has purchased 
owned and operated by J. Aleinik, has the George Wright feed mill at White 
installed new feed grinding and flour Pigeon, Ind. 


STRATTON GRAIN CO. 


(Successors to Donahue-Stratton Co.) 
Grain & Stock Exchange Milwaukee, Wis. 


Complete stocks carried at ATLAS WAREHOUSES, 
708 W. Virginia Street, Milwaukee. 


COD LIVER OIL VITAMELK BASE 
BLACK GRANITE GRIT 


Shippers of Brewers, Onyx Dried Grains, 
Soy Bean Meal, Linseed Meal, Gluten 


All GRADES of MILLFEED and GRAIN 


MILL MACHINERY 


Get our New Low Price on the 1936 
Model Feed Mixer with all latest im- 
provements. Write for details. 


Everything for Mill and Elevator 


THE DUPLEX MILL & MFG. CO. 
SPRINGFIELD, OHIO 


1936 Model 
Feed Mixer 


All poultry rations should include liberal quantities of DAIRYLEA DRIED 
SKIM MILK. Also good in all rations for calves, poultry and swine. 
Carried by principal feed merchants throughout eastern territory. 


Manufactured and Distributed By 


DAIRYMEN’S LEAGUE CO-OPERATIVE ASSOCIATION, Inc. 


11 West 42nd Street - New York, N. Y. 


NEW ELEVATOR 

Bunge Elevator Corp., Minneapolis, 
Minn., has started work on the con- 
struction of a new elevator in Minne- 
apolis which will have a capacity of 
about 1,350,000 bushels. The building 
plans include a 100,000-bushel work- 
house. 


INDIANA 

Risinger Coal & Feed Co., Mont- 
pelier, has opened a farm implement 
department which will be operated in 
connection with the present business. 

Swayzee Grain Co., Swayzee, has 
opened an implement and feed store. 

J. F. Collier feed and coal business, 
Mitchell, has been purchased by Charles 
O. Beer and George N. Bishop and will 
be known hereafter as the Mitchell 
Coal & Feed Co. 


Now 
with 


VITAMINS 


Share in its sales. Write to 


Calf Meal Co. 


Waukegan, Ill. 


SAVE MONEY 


By Purchasing 
Pearl Grit and 


Calcium Carbonate 
in Split Cars 


€ A surprising number of 
feed mixers have 
taken advantage of the op- 
portunity to purchase 
both their poultry grit and 
calcium carbonate from 
the same concern thus en- 
abling them to reduce 
shipping costs. 


@ Why not drop usa line to- 
day asking for complete 
details on these two out- 
standing products and 
how you can save money 
on split cars. 


THE PEARL GRIT 
CORPORATION 


Dept. FB-36 PIQUA, OHIO 
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Merchandising Farm 
Supplies 


(Continued from Page Twenty-three) 

for the products they are handling— 
and it has done that. A certain busi- 
ness association test showed that &7 
out of every 100 people said that they 
preferred an advertised product to one 
not advertised. Editor and publisher in 
a study of the buying habits of women 
revealed that 73 per cent had confidence 
in advertising. Since the national ad- 
vertiser has already built a _ certain 
amount of accumulated confidence, you 
by handling a nationally advertised 
product, simply step in and cash in on 
that prestige from the very day you 
handle the advertised line. 

Advertising should also be looked 
upon as a business insurance policy. 
“We do more advertising in periods of 
depression,” says H. W. Harney, of 
the Dennison Manufacturing Co. Why? 
Because this firm, along with scores of 
others, realizes that when a bad time 
comes the best entrenched merchant is 
the one who can best weather the 
storm. No, that doesn’t mean that an 
advertising merchant won’t feel depres- 
sion—far from it. Actually he may feel 
it just as much as his competitors. His 
advantage lies in a quick ‘“‘come-back”’ 
when business has turned the corner. 

Then the retailer shouldn’t overlook 
the educational value of advertising— 
both national and local. Who 25 years 
ago would have expected to buy sliced 
bacon nicely wrapped in a package or in 
a glass jar and trademarked? Yet it is 
commonly sold that way today. Adver- 
tising has helped do it. Advertising 
helps change the buying habits of the 
public. It helps to introduce new items 
in a line. It helps overcome the re- 
sistence to precedent and tradition—you 
hear only infrequently today the objec- 
tion, “I don’t want to buy hay in a 
bag”, when a commercial feed is offered. 
And you find more farm homes being 
supplied with finer furniture and equip- 
ment—being modernized. You find a 
greater love for beautiful pictures and 
books—a greater interest in travel— 
new cars every year—and a farm group 
more willing to spend—because of ad- 
vertising. 


IOWA 

Farmers Cooperative Co., Clear Lake, 
is planning to install a mixer and corn 
crusher and cracker. 

Frank Patek, proprietor of the River- 
side feed mill, Cedar Rapids, has an- 
nounced the opening of a new branch 
store at 222 First street NE. 

Clarence A. Wolken, Dillon, has 
opened a feed store at Marshalltown, 

Havel flour and feed store, Riverside, 
was recently destroyed by fire with a 
loss estimated at $8,000. The business 
was operated by Joseph and Frank 
Havel. 

Central Distributing Co., Marshall- 
town, has been incorporated with a 
capital stock of $40,000. Incorporators 
are C. R. Van Gorden, Emmetsburg, 
president; E. L. Bruce, Greene, vice 
president; C. A. Ames, Marshalltown, 
secretary, and J. M. Bruce, treasurer. 

Farmers Mercantile Co., Stennett, has 
been purchased by Harry B. Turner 
and Delbert Holtmyer. 

O. L. Jacobs, Charles City, has in- 
stalled a feed mixer. 


PILOT BRAND 


OYSTER SHELL 
CHICK SIZE 


Are you stocked 
with Baby Chick Size Oyster Shell? 


This is the Baby Chick season and 
we are now advertising PiLtoT BRAND 
Baby Chick size on 10 
Radio Stations and 27 
Farm and Poultry 
Journals. 


PILOT 
BRAND 
OYSTER SHELL: 
FLAKE 


OyYsTER SHELL PrRopucTs CORPORATION 
New Rochelle, WN. Y. St. Louis, Mo. London, Eng. 


May we quote you? 


INCREASE YOUR VOLUME 


SELL SUPPLEMENTARY FEEDS 
THAT BRING REPEAT BUSINESS 


kage and 

“\ handle Armour Tan 

and Bone Scraps 

my customers keep coming bac 
ai 


for more — 


e Armour feeds are clean, mealy, high in protein, and 
low in fibre, The stock raiser that uses them will pro- 
duce finer finished animals in less time and at a lower 
feeding cost in the long run. To you this means that 
when your customers use Armour’s Meat Meal Diges- 
ter Tankage, or Armour’s Meat and Bone Scraps they 
get the results they expect and come back to you for 
more. It’s this repeat business that counts. 

Armour makes a full line of supplementary feeds: 
Special Steamed Bone Meal, Poultry Bone, and Feed- 
ing Blood Flour in addition to Tankage and Meat and 
Bone Scraps. Wouldn’t you like to sell these profit- 
able feeds? For dealer information about Armour 
Feeds, write to : 


ARMOUR anv COMPANY 


THE ANIMAL FEED DEPARTMENT 
UNION STOCK YARDS ° CHICAGO 
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Order a Mixed Car of 


Golden Loaf Flour 


The flour with the Vim and Pep left in 


Bran and Middlings 


—Higher in Protein— 


ZN TENNANT & HOYT Co. 
LAKE CITY, MINN. 


GS 


ESTABLISHED 


USED 


BURLAP 


AND 


COTTON 
ALL BAGS VACUUM CLEANED 


INDIVIDUALITY 


BAGS 
TWINE 


WE BUY 
SURPLUS BAGS 


e HIAWATHA e 


GROUND GRAIN SCREENINGS 


(BULK OR SACKED SHIPMENTS) 


A domestic grain and flax seed screenings mixture, carefully 
blended to assure constant uniformity, thereby meeting the de- 
mands of the most discriminating. 


(A Most Profitable Base for Feed Manufacturers) 
SPECIALIZE IN ALL TYPES OF SCREENINGS 


Write or Wire for Prices 


Hiawatha Grain Company 


MINNEAPOLIS, MINN. 


FREDMAN BAG CO. 
MILWAUKEE, WIS. 


Cars of Snytha-Milk 
Shipped to Coast 


The Snytha-Milk Co., Dayton, Ohio, 
recently shipped its first carload of 
Syntha-Milk to the Pacific coast and 
followed it soon with another. 

These are believed to be the first 
car-lot shipments of vitamin concen- 
trates ever made to the Pacific coast. 

Syntha-Milk is designed to replace 
milk in poultry rations, pig meals, dairy 
ration concentrates and dog and fox 
feeds. It contains iodine and concen- 
trated cod liver oil. The iodine is mixed 
with the cod liver oil by a special pro- 
cess. 

The product is especially recommend- 
ed for feed mixers and in addition to 
having all of the vitamins contained in 
milk carries Vitamins A, B, D and E. 


ALLEN NEW CHAIRMAN 


Frank J. Allen, Bay State Milling Co., 
Winona, Minn., has been elected chair- 
man of the board of directors of the 
Millers National federation. His choice 
was the result of a mail pool recently 
conducted among the members’ who 
supported him almost unanimously. Mr. 
Allen's term of office is for one year 
beginning with the spring convention of 
the federation.. Herman Steen, secre- 
tary of the federation, reports that it is 
customary for successful candidates to 
take a month’s vacation in Florida to 
rest up from their arduous campaigns 
but latest dispatches reveal that the 
new chairman is still at his post in 
Winona. 


CEREAL 


GRADING CO. 
MINNEAPOLIS 


SPECIALIZE IN 


GOOD 
CORN and OATS 
For 
WISCONSIN 


TRADE 


Prices Right—Service Prompt 
TRY US 


your needs in grain and feeds’’ 


Sunset Feed & Grain Co., Inc. 


CHAMBER OF COMMERCE BRANCH OFFICE 
BUFFALO, N. Y. MIDDLETOWN, N. Y. 


FEED JOBBERS 


Also Representing: 


THE HUBINGER Seer ant, Keokuk, Ia..... Corn Germ Meal and Gluten Feed 
VANDERSLICE-LYNDS CO., Kansas Milo and Kaffir 
FAIRMONT CREAMERY co. maha, Gondeused and Dried Buttermilk 
L. C. NAISAWALD & SONS, INC. New City Blackstrap Molasses 
NATIONAL OATS CO., Cedar ar Rapids Oat Products 

NANDO VALLEY LG. PLY Los Angeles, Cal. Leaf Mea 


AGLE ROLLER 
MILL CO. 


NEW ULM, MINNESOTA 


Manufacturers 


Daniel Webster 
and Gold Coin 


Spring Wheat Flours 
Rye Flours 
Commercial and Mill Feeds 
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California Dealers Meet 
April 23, 24, 25 


The California Hay, Grain & Feed 
Dealers association will hold its annual 
convention at the Biltmore hotel, Los 
Angeles, April 23, 24 and 25. Harry N. 
Laine, manager, Globe Grain Milling 
Co., Los Angeles, has been appointed 
to direct arrangements. 

The convention will open with a con- 
ference on permanent feed regulations 
with L. M. Jeffers, who is in charge 
of the feed law, as the main speaker. 
Prof. Taylor, division of poultry hus- 
bandry, University of California, will 
direct a round table conference on poul- 
try feeding. 

The annual banquet will be held in 
the Biltmore Bowl, famous for its food 
and entertainment features, and the 
dealers are invited to bring their wives. 
I. J. Stromnes, secretary of the associa- 
tion, predicts a record convention at- 
tendance. 


HUNGRY CHICKS 


Illinois poultrymen will need almost a 
half million tons of feed to provide for 
the 35,000,000 chicks to be raised in 
the state this year, according to H. H. 
Alp, poultry extension specialist of the 
college of agriculture, University of II- 
linois. He estimates that during the 
first week of their lives ‘this vast horde 
of future pullets will consume 1,750 
tons. “With feed requirements running 
as high as they do,” warns Mr. Alp, 
“the total bill can easily wipe out all 
profits unless the feeds are carefully 
planned and the feeding skillfully done.” 


| HONOR ROLL 19 | 


BARLEY SHIPPERS 


Our sales are pleasing others—why 
not you? 


Ship us that next car of Bar- 
ley and let BARLEY BILL 
get you Top Price for it. 


When You Want Corn, Phone Us 


Fraser-Smith Co. 


Barley and Oat Specialists 
MILWAUKEE 


MINNEAPOLIS CEDAR RAPIDS 


EXCELSIOR 


MILLING COMPANY 


MINNEAPOLIS, MINNESOTA 


HIGH QUALITY PRODUCTS 


— You can increase your flour sales 
by recommending 
MINNESOTA GIRL FLOUR. 
A trial will prove its merits. 

Let us include MINNESOTA GIRL 

FLOUR in your next car of 
@ Queen Wheat Feed 
® Cherokee Pure Bran 
® Cherokee Middlings 


WIRE US FOR PRICES 


CAPITAL FLOUR MILLS, INC., Minneapolis, Minn. 


usiness 
expands with 


Printed messages 
They are profitable 


ADTKE ORTSCH 
BROS. CO. 
EstasuisHep (894 

PRINTERS 
LITHOGRAPHERS 
BINDERS 
522 N. MILWAUKEE STREET 
WISCONSIN 


Let DIAMOND 


Corn Gluten Meal 


supply your poultry mashes with a part of 
the protein usually supplied by the more 
expensive animal feeds. A worthwhile sav- 
ing is effected by this use of DIAMOND and 
a better ration results . .. DIAMOND is rich 
in Vitamin A (containing 4 to 5 times the 
potency of whole yellow corn) and is an 
efficient factor in growth and egg production 
when included as 10 o0r 12% of starting, 
growing and laying mashes... Results of 2 
years research at the Pennsylvania State 
College show that CORN GLUTEN MEAL 
produces a decidedly superior finish on tur- 
keys and helps to mature late-hatched 
poults at an early age... Include DIAMOND 
in your full line of poultry and turkey 
PROTEIN mashes this year. 


CORN PRODUCTS SALES CO. 


NEW YORK and CHICAGO 
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Service department for our read- 
ers. Low Rates: 25c per line; 
minimum $1.00. 


FEED MIXER FOR SALE 
One ton capacity—floor level feed—has motor— 
latest style machine—used short time. Write 
CD-43, c/o THE FEED BAG, Milwaukee, Wis. 


CORN CRACKER FOR SALE 
Cutter—grader—polisher—aspirator, one ton 
perhr. A-1 condition, guarantee. Write CM-43, 
c/o THE FEED BAG, Milwaukee, Wis. 


HAMMER MILL FOR SALE 
Suitable for 20 to 40 HP. Used 6 months. 
Bargain for cash. Write MM-43, c/o THE 
FEED BAG, Milwaukee, Wis. 


SEED OATS 
SEED BARLEY 
All varieties 
Lowest Prices on sai seed. 
BOULAY BROS. Co. 
Fond du Lac, Wisconsin 


CHICK STARTERS 
The most important mash in the poultry feed line. 
Do away with White Diarrhea and Coccidiosis 
complaints in ean starters by using 
UNIVERSAL POULTRY YEAST 
The clean, healthy aentve tract of a yeast-fed 
chick eliminates bowel troubles. 
t Universal Yeast solve your Starter and 
Growing Mash problems. 
Manufactured b 
RICE LABORATORIES, INC. 
assel, Minn. 


TRUCK SCALE FOR SALE 
15 Ton 9’x20’ platform scale. First class shape. 
Will sacrifice. rite DK-40, c/o THE FEED 
BAG, Grain & Stock Exchange, Milwaukee, Wis. 


HORSES AND CATTLE FOR SALE 
178 cows and springer heifers. 378 calves. 
456 yearling steers and heifers. 234 two year old 
steers. All herfords. Tested. 205 good draft 
and farm chunks, brood mares, colts, mules. 
Truck or carload lots. Write or wire A. L. 
NEUHART, Fairfield, Iowa. 


FOR SALE OR RENT 
Flour and feed warehouse. Business established 
20 years. Storage capacity, 20 cars. Private 
track. Good location in town of 10,000. Write 
ER-43, c/o THE FEED BAG, Grain & Stock 
Exchange, Milwaukee, Wis. 


FEEDSTUFFS 


Both Cash and Futures 
DREYER COMMISSION CO. 


(At it since '92) 


Merchants Exchange St. Leuis, Mo. 
Board of Trade Bldg. Kansas City, Mo. 


HAY AND MILL FEED 


Write for Prices 


Midland Hay & Feed Co. 


Minneapolis, Minn. 


Northwest Linseed Meal Co. 


HEADQUARTERS FOR 


Pure LINSEED MEAL 


Write for price delivered your station. 


314 Flour Ex. Bidg., Minneapolis, Minn. 


TRUCK OR CARLOADS 


MEAT SCRAPS 
LINSEED OIL MEAL 
SARDILENE OIL 


MANEY BROS. MILL & ELEVATOR CO. 
MINNEAPOLIS, MINN. 


PURE OLD PROCESS 


LINSEED OIL MEAL 


A Sugégestion—Write us today if interested. 
Either prompt or deferred Linseed Meal. 
Save Money. “Stand by Stan.” 
A. L. STANCHFIELD & CO. 
Wholesale Grain and Feed Merchants 
502 Corn Exchange Bldg. Minneapolis 


Deutsch & Sickert Co. 
Feed and Grain 


M. G. Rankin & Co. 
FEED and GRAIN 


Keokuk Corn Gluten Feed 


incorporated 


GRAIN AND FEED 


Grain & Stock Exchange Milwaukee, Wis. Grain & Stock Exchange Milwaukee, Wis. 
Established 1892 
MOHAWK FEED CO. 
FRANKE GRAIN | cop on 


Phone Marquette 6464 
Grain & Stock Exchange, Milwaukee 


Lindsay 
Feed 
Mixer 


Hard to make 
the grade these 
days without 
the help of a 
Lindsay Feed 
Mixer. 


BROS., Inc. 


MILWAUKEE 


HOLD ON! 


When in Milwaukee have 
your truck pick up ton lots 
of feed at our wholesale 
warehouses. 


Mill Feeds, Powdered 
Milk, Cod Liver Oil, 
Dried Yeast, Alfalfa 
Meal, Peat Moss. 


FEED SUPPLIES, INC. 


West Allis - 1637 Seuth 83rd $t. 
North Milwaukee - 3328 West Cameron Ave. 


anity Fair 


Flour 


Laboratory Tested. 
Made Right and Priced Right 
Write for our prices in straight 
and mixed cars with bran, midd- 


lings, Cannon feed (flour midd- 
lings), and Billie feed (red dog). 


Cannon Valley Milling Co. 


EW RICHMOND 
ROLLER MILLS CO. 


NEW RICHMOND, WISCONSIN 


Mill Feeds 
Coarse Grains 
Feeding Oatmeal 
Sardilene Oil 


MIXED OR STRAIGHT 
CARS 


W. M. BELL COMPANY 


Grain & Stock Exchange 


Your confidence in dealing with us is merited by our 
successful record in the grain business since 1897. 
Expert and careful attention is given every transac- 


tion. 


We offer a complete service—consignments, 


bids to arrive, grain for sale, hedging orders. 


W. A. HOTTENSEN 
President 


R. G. BELL 
Vice President and Treasurer 


F. B. BELL 
Secretary 
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Soybean Men Appoint 
Dies Secretary 


The National Soybean Oil Manufac- 
turers association has appointed Edward 
J. Dies, Chicago publicist, as its execu- 
tive secretary. Mr. Dies will have 
charge of administrative and legislative 
activities as well as directing the pub- 
licity and advertising program of the 
organization. 

In announcing his appointment, the 
association explained that the rapid ex- 
pansion of the soybean industry and 
the new uses which are being discov- 
ered for the product have created an 
increasing number of trade production 
and consumption problems, requiring 
careful study. 

This association, embodying most of 
the soybean processors of the nation, it 
was added, has accomplished much in 
the way of encouraging production by 
the farmers, particularly in the central 
states, and the results ar® reflected in 
last year’s crop of some 30,000,000 
bushels. This total is small compared 
with that of other major grain crops 
but shows a surprising increase over 
other recent years. 


WILLIAM H. CUNNINGHAM, 
Malden, Mass., well-known grain man 
formerly associated with W. H. Cun- 
ningham Co., died at his home of a 
heart attack recently. He was 83 years 
old. 


GEORGE W. WEITLAUF, Bridge- 
port, N. J., has taken over the two- 
story building adjoining his feed plant 
to accommodate increasing business. 


Business 


Builders 


Repeat business is always profit- 
able business. Get your share by 
handling “Lime Crest’? Calcite 
products and using them in your 
mixes. 


“Lime Crest’? Calcite Flour 
in poultry and dairy feeds makes 
ccensumer friends for manufacturers 
and dealers. Produces remarkable 
results because it is so different 
from ordinary limestone. 


“Lime Crest” Calcite Crystals, 
the 2-in-1 grit, not only grinds feed 
but supplies calcium for health and 
production. Makes satisfied cus- 
tomers because it saves them 
money. Takes the place of shells 
and grit. 


Write today for information. 
LIMESTONE PRODUCTS } 


CORP. of AMERICA 
Dept. 259 Newton, N. J. 


GEORGE F. OBRECHT, INC., Bal- 
timore, Md., has leased additional ware- 
house space and installed a feed mixer, 
corn cracker and other machinery. 


DEAN M. CLARK, formerly with 
Grain & Feed Journals Consolidated, 
Chicago, has been appointed full time 
secretary of the Society of Grain Ele- 
vator Superintendents of America. The 
erganization will hold its annual con- 
vention at Duluth on June 12 and 13 
and Minneapolis, June 14 and 15. 


MOOSUP GRAIN CO., Moosup, 
Conn., is installing a new feed mixer. 


ALFRED WILLIAM WOODS, 78, 
former president of the Woods & 
Sprague Milling Co., Albion, N. Y., died 
at a hospital in Albion, March 10. 
Among the survivors are his two sons, 
Howard and Stanley, who are well 
known in the milling industry. Howard 
is a member of the executive committee 
of the New York State Millers asso- 
ciation. 


Personal 
Service * 


Roy 


MILWAUKEE 


COMMISSION MERCHANT 
ARLEY A SPECIALTY 


I. Campbell 


EXCLUSIVELY 


GRAIN FUTURES 


Phone Marquette 2329—Direct connection to Exchange 
Floor Assures PROMPT PERSONAL SERVICE. 


DONAHUE-ASTON CO. 


759 No. Milwaukee St. 
MILWAUKEE, WISCONSIN 


Horizontal type. 
3 H.P. on 1-ton size. 
12 minutes. 
| drive. 


DAISY BATCH FEED MIXERS 


Capacities from 14 to 2 tons per batch. Requires only 
Loads, mixes, discharges and sacks a ton batch in | 
Entirely self contained. Quiet in operation. 
Write for complete information and low factory-to-user prices. 


R. R. HOWELL & CO. 


2 MALCOLM AVE. S. E. 


Motor or belt 


MINNEAPOLIS, MINN. 


Pecos Valley 


Hagerman, N. 


Mil | 


TRY OUR 


PECOS SPECIAL 


IT’S BETTER 


Your inquiry would be appreciated. 


Pecos Valley 
Alfalfa Mill Co. 


HOME OFFICE 
HAGERMAN, NEW MEXICO 


SPRING 
TONIC 


There’s nothing better 
than fresh, green alfalfa 
meal. It is a natural, 
wholesome feed for 


spring, summer or winter. 


The Denver Alfalfa 
Milling & Products Co. 


LAMAR, COLO. 


Merchants Exchange: 
ST. LOUIS 
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RIEBS VIEW 


Vol. 4, No. 4 April, 1936 Milwaukee, Wis. 


Thought For Spring 


Writing poems in the spring, 
Seems to be the proper thing— 


Now’s the time the farmers toil, 
Putting barley in the soil 

For the harvest in the fall 
When the ivy scales the wall. 


Will they profit—that’s the thing 
When their crops to you they bring? 
Will they look to your advice 
For the highest market price? 


There’s no need for you to stall; 
Ship to RIEBS who pleases all. 


Published Monthly by The Riebs Co., Milwaukee 


For accurate and rapid filling 
and weighing of 100-lb. bags of 
molasses feeds, dairy feeds and 
ground, soft meals 
use the new No. 13 


EUREKA 


Sacking Scale ( : 


Semi-automatic in action, with 
motor-driven feed agitator to 
handle all soft and non-free- 
flowing materials. 


Capacity range of No. 12 and 
No. 13 Models — 25 to 160 Ibs. 


No. 12 Model—for handling 
whole and scratch grains and 
all free-flowing stocks. 


Write today for illustrated cata- 
log, details and prices. 


—Better Built Bags— 


BAG FACTORIES - COTTON MILL - BLEACHERY 


TALK ABOUT BAGs! 


(Quoted from Customer's Letters) 


“TI had the pleasure of having 
lunch with representatives of 
several good sized mills ata 
meeting held in re- 
cently. At our table, it was 
unanimously agreed that the 
Werthan aggregation is a real 
bunch of fellows and just 
about ‘‘Tops”’ in the bag busi- 


ness. 


WERTHAN BAG CORPORATION 
NASHVILLE — NEW ORLEANS 


HOWES Inc. 


Silver Creek, N. Y. 


Get More Business 
USE POST-CARD ADS! 


You can now illustrate, 

print and address the 

cards yourself—dall on a 

simple, inexpensive 

little — called 
the 


Elliott Cardvertiser 


Uncle Sam furnishes the penny postal cards. You have 
no cuts to buy or type to set. Businesses of all kinds — 
retailers, wholesalers, manufacturers—are rapidly dis- 
covering the big results from postcard messages sent to 
customers and prospects. Time and money saving, too, 
for Churches, Lodges, Associations, all organizations, to 
contact members. 

ot post-card ads from others in your line. No obligation. Address 
Cardvertiser Dept., THE ELLIOTT CO. 

125 Albany St. ~ . Cambridge, Mass. 
Milwaukee Office: 5066 Plankinton Bidg. (Marquette 4523) 
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For Profitable 
Results 


fe, the kind of eggs in the basket that ultimately determine the profit- 
ableness of the hatch. 


From start to finish — chicks to eggs— much depends on the feed. 


A good start isn’t enough — the long pull is still ahead. Quick growth, sturdy 
frames, freedom from disease are essential to turning chicks into profitable 
layers for your customers. 


The avenue to these results is through CLO-TRATE* the concentrated cod liver 
oil, exceptionally rich in vitamins A and D. Therefore, by adding CLO-TRATE 
to your starting, growing and laying mashes, you provide adequate vitamin A 
and D protection . . . assuring lower mortality, quicker growth, strong leg and 
breast bones, firmer shells and higher egg quality. 


CLO-TRATE is a most essential source of vitamins A and D from cod liver oil. 
It is always chick-tested ... always uniform. Ask us about it. 


* CLO-TRATE is made under the Barthen Process 
(U. S. Patent 1984858) and is fully guaranteed. 


HEALTH PRODUCTS CORP. 


Manufacturers of Cod Liver Oil Concentrate Products 


CHICAGO NEWARK, N. J. SAN FRANCISCO 


: 
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SUPERIORITY 


KING MIDAS FLOUR is sup- 
erlor because all forces—unsur- 
passed facilities for buying and 
storing the best wheat, modern mills, 
and complete laboratory control— 
aim toward only one goal, to make 
the finest flour available. 


AND aut CST 


And for the dealer, King Midas offers 
a proven policy of 100% cooperation— 
an assurance of quick, care- 
ful attention to every detail 
in the protection of his in- 
terests. 


KING MIDAS MILL CO. 


MINNEAPOLIS, MINNESOTA 


OVER 1,000,000 BARRELS YEARLY PRODUCTION 
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